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tanley Hinges 


di fact that most archi- 
tects, builders and owners 
select Stanley Hinges 1S ac- 
cepted by the majority ot 
hardware dealers as suthici- 
ent proof that it is the line 
with the quickest turnover. 
THE STANLEY WORKS 
New Britain, Co 
ATE 
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A Remackiile Pessalar Prive EEF Train 


No. 233. “O” Gauge freight outfit, equipped with reversible steam- -type loco, 


a faithful replica of a big mogul of the rail. Loco has double 64 action, and 
is brass and copper-trimmed. Outfit includes 8 sections of curved 
track, 4 sections of straight track, 1 OTC “lock on” connection, 
1 warning signal. Train is 55 inches long. 










HAND TRUCK SET 
THE 


LIONEL 
CORPORATION 
ew YORK 


No. 163 new set of freight shed ac- 
cessories consisting of 2 hand trucks, 
1 dump truck and a baggage truck. 
Made of heavy gauge steel. Beauti- 
fully enameled. It will add realism 
to freight stations and 
railroad ge Ser $3. O00 
Retail price 


21 enaaeatl 




























$15.50 


Retail price 


New Lionel No. 91 Circuit 
Breaker. Another new 
Lionel accessory. Red 
light illuminates, and 
current is automatically 
shut off iftrainjumpsthe 
track. Functions as an 
automatic and never- 
failing safety 


“etall pee 23.29 


volts, 60 cycles $ Cc. 
Retail ay 2 


ithe one mother used. Complete with 
cook! ing utensils. Retail price 








Type “A” Transformer— Type “B” Transformer — 
Improved with additional Entirely redesigned and 
binding post, single volt improved.Singlevoltsteps, 
steps. Makes use of addi- making use of additional 
tional rheostat unneces- rheostat unnecessary. 
sary. Will operate any Will operate any “O” 

“O” Gauge Outfit. For os Gauge Outfit, as well as il- 
luminated accessories. 
watts, y 5 For 110 volts, 60 cycles A. 


" detail orien $ 5 . 00 


NEW—Lionel Electric Range for Girls 


The finest value in a girl’s electric range that has 
ever been offered. The only miniature range that is 
porcelain finished. Correct height for best play value 
—34 inches high, 25 inches wide, 124 inches deep. 
Beautiful color combinations. Built as 396 - 





Increase both Volume and 


Profits with LIONEL TRAINS 
—and Lionel Model Railroad Accessories 


This year no dealer can 
afford to take risks with 


Type “T” Transformer — 
For “Lionel Standard” 
Trains. Many different 


‘voltage combinations for 


operation of trains and ac- 
cessories. For 110 volts, 60 
cycles A.C. 100 watts. 


Retail price $7.50 


his profits. Lionel is the 
best known and the most 
widely accepted train in 
the industry. Write for 
dealer proposition. 





New Improved Lionel “Multivolt” Transformers 


For best results use Lionel ’’ Multivolt’’ Transformers for Lionel Trains. 


Type “K” Transformer— 
Will operate several out- 
fits, and has ample wat- 
tage capacity to operate 
many illuminated acces- 
sories. For 110 volts, 60 
cycles A.C, 150 watts. 


Retail price $11.00 


THE LIONEL CORPORATION 
15-17-19 East — St. 


Midwest Branch 
Merehandive Na ee 1428 


New York City 


af nodt Western Coast Branch 


resentative 


weyd & Son, 
oy Mission St., San Francisco, Cal. 


Lionel Canadian Branch 
Harold F Ritchie Co. 2 hae 


Toronto and Branc 






LIONEL ELECTRIC TRAINS 
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FY TO 


GOOD ot 


SINCE 1819 


Positively the Best 
Proposition Ever Offered a ’ A 
The Hardware Trade a Now Ready 


Dad's Tool Set 


Ask Your Jobber... Buy Now... Display Early 


MOTHERS, CHILDREN AND FATHERS WILL BUY 


No. 500 PRUNING SHEARS No. 501 HANDY SNIP 
Price and Profit Correct 


RETAIL $ 5 00 cost $ 22 








§THE PECK, STOW & WILCOX CO., Southington, Conn. 

















HARDWARE AGE for NOVEMBER 13, 1930 





a 


APOLLO-KEYSTON 


4 ROA 
th, ¥ e GX ty 
kg hh nee WANK WN WS == b/d 


Galvanised Sheets 


EXPERIENCE POINTS TO THE MARK OF EXCELLENCE! 


In every field of human endeavor, there is a 
name that signifies highest excellence. Since 
1884 that name has been Apo tto in the field 
of good Galvanized Sheets. These sheets are 
well known for their ductility, splendid coating 
and general excellence. Apotto Sheets bind 
together more satisfied sheet metal workers 
than any other make, and are adapted to all 
purposes to which zinc coated sheets are suited. 


Apotto-KeysToneE grade embodies all the 
high qualities of the Apollo brand, together 
with a Keystone Copper Steel alloy base, 
which gives added resistance to rust and 
corrosion, and insures the maximum degree 
of satisfactory wear and permanence. This 
Company manufactures Black and Galvanized 
Sheets, Automobile Sheets, Special Sheets, 
Tin and Terne Plates, for all known uses. 








American Sheet and Tin Plate Company 


General Offices: Frick Building, Pittsburgh, Pa. 





SUBSIDIARY OF UNITED STATES STEEL CORPORATION 





PRINCIPAL SUBSIDIARY 


CARNEGIE STEEL COMPANY 


AMERICAN BripGE COMPANY 
CoLumBIA STEEL COMPANY 


AMERICAN SHEET AND TIN PLATE COMPANY 
AMERICAN STEEL AND WIRE COMPANY Cyctonge Fence COMPANY 
Pacific Coast Distributors — Columbia Steel Company, Russ Bldg., San Francisco, Calif. 


MANUFACTURING COMPANIES 





FEDERAL SHIPB’LDG. 4 Dry Dock Co. THE LORAIN STEEL COMPANY 

ILLINOIS STEEL COMPANY TENNESSEE COAL, IRON & RAILROAD Co. 
NATIONAL TuBE COMPANY UNIVERSAL ATLAS CEMENT COMPANY 
Export Distributors—United States Steel Products Company, 30 Church St., New York, N.Y. 
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ODS THAT WILL STIR 
THE URGE OF POSSESSION 


nn designs, new refinements, new features, place Winchester 
rods out in front as a magnet to bring in _— 1931 anglers’ 

; trade. Rare beauty of appearance, ultra quality in finish, exclusive fea- 
tures of construction, basic strength and action—all speak irresistably 
for closer inspection and handling. Perfection of action and beau- 
tiful balance are powerful sales closers. 
“ws Winchester tackle will be heavily advertised to 
sportsmen during the 193]-fishing season. If you §§ Split bamboo fly rod. Handsome brown 
jen have not yet looked over our 1931 line of bam- § treated stock. Nickel silver fittings. 
° boo, solid steel and tubular steel rods with new [| Serrated and water-proofed ferrules. 
4 and special features, reels and other tackle —tell § Screw type reel seat. Agate butt guide. 
J us the most convenient time to show it to you. [| Chromium plated steel roto-ring tip 37 
eo And advise us your jobber’s name. tops. Beautiful wear-proof finish. No. | 








































> 6065 —814'. 6070—9'. 6075 = 914’. 
WINCHESTER REPEATING ARMS CO. § List price, $15.00. 











New Haven, Conn., U.S. A. 


WINCHESTER 
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Just a small display space. .. but 
it brings in steady profits ! 








These 7 items will answer your custo- 

mers’ requirements. I ive t Fi ke D, 
Sahctter tembiegee aon EATUREIO-VAY 
BASSICK CASTERS 


BEST FOR 
PROTECTION 
A COMPLETE LINE 








Oak 5 56 Yee ere sit 5 EE Ey oO) TEE ES eee ee mass ay 
WRI Crk Shy a RRR BOGS liein een eee 


mNere 


Keep your Bassick Casters and NoMars out in the open and 
they will se// themselves. You'll be surprised how a small open dis- 
play of nationally advertised Bassick Casters and NoMar furniture 
rests will bring in a steady flow of profits all year long. 


= 
*¢ 
pes 
: 
¢ 
ty 
: 


Peed Daley oi 


No extra selling effort! No expensive stock! A few dollars worth 
of Bassick floor protectors, and a space 18 inches by 24 opens a 
new “Department” for you. It’s a “complete floor protection 
service.” Few items in your whole stock will show a more con- 
tinuous profit on a small outlay. 


Why? Because wherever there are floors and furniture there is 
need of equipment like this. Floors and floor coverings are expen- 
sive and anything that preserves them will sell. 


When your customers see these Bassick items and examine them 
they will be reminded of their needs. The open display will tend 
to “jog” their memory, and sales will result. All you need to do 
is give it good position and keep the line complete. 


Write for your copy of the new Bassick Catalog No. 106— 
prepared for your use—if it has not been received. 


THE BASSICK COMPANY, Bridgeport, Conn. 


Bassick 


“For 34 years the buy-word for fine casters and furniture rests.” 
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SERS of Disston Blades havg 

proved that Disston Hack Saw 
are more efficient, more economical} 
They know, from experience, that / 
Disston Blade does better work, eithei” 
in a hand frame or ona power machine; 

You hold and increase your trad 
in hack saw blades when you supply ! 
Disston Blades. Users come or send) : 
to you for them, because you give then} 
better value in every Disston Blade 
that you sell. 

Under the Disston brand, you g 
hack saw blades to meet every need) 
Chromol (All-Hard) Blades for use i 
hand frames or power machines, and 
Duraflex (Flexible) blades for hand) 
frames, both made of a special al : 
steel developed in the Disston Stee 
Works, and Disston High-Speed Stet 
Blades, for both hand and machine use 


Recommend the Correct 
Hand Blade for the Job 


18 Teeth 24 Teeth 


for cast iron, bronze, rail, 
machine steel, tool steel. 
Most popular blade for 
general work. 


14 Teeth 

for faster cutting on 
larger sections, bronze, 
aluminum, low carbon 
steel, slate, fibre, etc. 


for pipe, angles, chan-|~ 


nels, tubing heavier than)” 
18 gauge. (.049). 

32 Teeth 

for small pipe, tubing 
thinner than 18 gauge 
metal trim, drillrod,t 
BX, 


electrical conduit. © 


o (Sts 0 


Disston All-Hard (Chromol) blades are suitable for 


general use. 
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Disston Flexible (Duraflex) blades are preferred 
where cutting is done in awkward position or in un- 
stable material, such as flexible conduit, where there 
: would be danger of bending and breaking an all- 
; eithes hard blade. 


achine), 


ting 2 5) 


suppl Disston High-S: Steel blades aremost economical 
» for cutting hard materials, tool steels, etc. They last 
r send: at least six times as long and cut twice as fast 
> as regular blades. 
e then 
Blad= — Disston High-Speed Steel Hack Saw 
Blades, for both hand and machine use, 
U Zee are identified by an orange band on the 
need end of the blade. 
use IN = They are made of Disston full high- 
3, and speed steel from Disston’s own steel 
hand} furnaces —a high-speed steel that has 
allo}® established its reputation for service to 
Steel} such an extent that manufacturers of 
Stet} other cutting tools use it in their own 
© use. products, because they can rely on it. 











FTER trying some six or 
seven other reliable com- 
panies’ brands, we found that 
Disston High-Speed Steel 
Blades made twenty-four cuts 
onour4"x4" ingots tothe near- 
est competitor’s sixteen cuts. 
This is on our Nickel 
Chrome Alloy, “Nichrome 
and Karma,” and we are more 
than pleased at the outcome. 
We will carry on with these 
blades in the future. 
DRIVER-HARRIS CO. 


Jas. B. Travers, Ass’t Supt. 
Harrison, N. J. 




















wee 


























The new “‘Disston Hack Saw Book- ,g8tod 
let”, free on request, contains infor- pave fov steel ~ 
© mation of value to every hardware Wine ae super 
chan] merchant who wants to increase his Saw Blades & 
» sales of hack saws. Write for it, and th 
specify Disston when you order hack 


saw blades from your jobber. 






HENRY DISSTON & SONS, INC. 
Philadelphia, U.S. A. 

— Toronto, Canada 

THE WORLD’S FOREMOST SAW MAKERS 








HIG A —- SPEBR mee EL 


HAND AND MACHINE 


HACK SAW 
BLADES 
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DOORS MEAN EXTRA PROFITS WHEN THEY'RE . 
ILCO-CHECKED | 


Here is a superior door-check of consistently proven efficiency and sensible 





















price. Ilco-Blount designs are based on the oldest and most widely accepted 
principles in. the industry. 

The uses of this outstanding Ilco product are unlimited —for this important reason: 
To meet the wide variety of conditions it has already had to fulfill, it HAD to 
be adaptable! It not only checks 
a door— it positively closes it! It 
operates efficiently in freezing or hot 
weisher. ‘Adeid for deers subjected 
to constant use or strong draughts. 
The line of Ilco-Blount Door Checks 
consists of six sizes, so gauged that 
any type of door may be fitted with 


perfect precision. Write us for com- 





plete information on the different 


ss oat 


Naf 3 Se 


models, for details on our striking display material, and the latest price list. 


THE INDEPENDENT LOCK COMPANY 
FITCHBURG, MASSACHUSETTS 


COMPLETE DOOR-CONTROL BY ILCO LATCHES, LOCKS, KEYS, AND DOOR CLOSERS 











2 EE Rae 


eet 











WICKWIRE 
BROTHERS 


CORTLAND 
WIRE CLOTH 


made from 


OPEN HEARTH 
STEEL 


SPECIAL 
COPPER ALLOY 





Wiekwire Brothers 


Entire Office and Factory 
Located for 37 Years 


at 
Cortland, N. Y. 
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THE CHAIN 
OF A THOUSAND USES 


Place several ACCO No. 120 Log or Binding Chains in 
your window—on a counter or on the floor “‘up front” 
where your customers will see and be reminded. Farm- 
ers need one or several for general utility purposes. 
Trucking companies usually equip every truck—for 
towing or for binding loads. 

Hooks are drop-forgings—strong and warranted 
against opening or breaking. The malleable swivel is 
free acting and as strong as the chain itself. Each part 
and every link is made to stand hard abuse. 

ACCO No. 120 Log or Binding Chains are made in ail 
sizes—from 1/4,” to 54”. Display this profitable chain. 
Check your stock and order now. 


AMERICAN CHAIN COMPANY, Inc. 
BRIDGEPORT, CONNECTICUT 
World’s Largest Manufacturer of Welded and Weldless Chain for All Purposes 


ACCO NO.120 LOG CHAINS 
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Now Fora Profitable Skating Season 


“Happy days are here again!” 


Freezing temperatures, bracing air, and the 
most popular of all outdoor winter pastimes 


—ICE SKATING. 


Now for a profitable skating season. Keep 7 ry: ee 
well stocked on the widely-known Model of Nos. 5624, 5624%, S724%. Russet 


UNION HARDW ARE yt song Sr agra Nh 
ICE SKATES 


These famous skates are always in great de- 
mand, especially during the Holiday Season. 


They are the ideal skates for those who skate 














only occasionally and prefer clamp skates Medel of Nes. 07, 08, 08%. 
which are easily attached to any shoes they j 
desire. 
Other patterns include: Hockey, Figure, Tu- TUBULAR SKATES 
bular, Racing—all noted for their rugged MEN’S AND WOMEN’S 
construction, superior steel and attractive —_—< , 
finish. Moderately priced. eis Ss 
nis ode , ely price t 
Your jobber will supply you promptly. Send Ee I (Ae 
for catalog which shows complete line of Ice an eee ees 
Skates. Model of Nos. 80, 280. 
TUBE HOCKEY 
Standard an Known 
for over GnROWArE C a the World 
ks 75 Years Reg. U. S. Pat. Off. Over ae 
E TORRINGTON, CONN. Model of Nos. 85, 185, 285. 


i New York Office 151 Chambers St. TUBE RACER 
ry Established 1854 Incorporated 1864 
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Christmas Trade 


It won’t be long now! And don’t forget that old Santa, 
up there in the “land of make believe,” is entirely inno- 
cent of depression blues. He’ll be around as usual, laden 
with gifts and good cheer for young and old. 


Outing tackle boxes are the treasured “toys” of boys 
weet up. Men who love the great outdoor game, get a 
oyish thrill out of their automatic trays that, like magic, 
spread their contents out before you. Everything in sight; 
easy reach. Ten different styles and sizes. New features. 
Beautiful new finishes. Just what the fisherman wants. 


ORDER NOW for Your 
Holiday Buyers 


Outing Tool Boxes! The tool you want says, “Here I am” as the lid 
is opened and automatic cant-i-lever trays 
reveal everything. Every man who loves 
tools wants one of these boxes. Ten sizes and 
models, for every kind of purpose. Outing’s 
boxes are Christmas Gift “Naturals.” 


Now Sold Direct from 
Factory to Dealer 


It won’t be long now! But there is still time 
to get in an order and doa fine Christmas 
business in Outing Tackle and Tool Boxes. 
Send today for your copy of the new Out- 
ing catalog. We guarantee prompt service 
in filling your orders. Discounts are attrac- 
tive. Order direct from the factory. Send 
the coupon today sure. No obligation. 





Beautifully illustrated 
in all natural coiors, 
this new Outing cata- 
log shows the most 
complete line of Tackle, 
Tool and Bait Boxes. 
Send the coupon below 
for your free copy. 


OUTING 
MANUFACTURING CO. 


Originators of the Automatically Operated Cant-i-lever Box 
( Formerly trade-marked “Heddon-Outing” ) 


ELKHART «¢ INDIANA 


OUTING MANUFACTURING CO. % 
1101 Jackson St., Elkhart, Indiana 


I 
Please send me your new catalog of Outing Tackle | 
and Tool Boxes and complete details of your | 


| dealer discount proposition. This does not obli- 
| gate me in any way. 
| 














Riding the winds—and the clouds—just like any 
full fledged aviator is the life—the spice of 
youthful imagination and ambition—of every 
‘real’? American boy or girl. Now they can have 
a monoplane all their own. 


Imagine their surprise and excitement when 
they “push” the “joy stick’? on a Corcoran Red 
Eagle and the body of the plane starts climbing. 
Can you think of anything so thrilling for a 
youngster? Action is exactly like a real plane in 
the air. 


Corcoran Dual Action Vehicles are entirely differ- 
ent than anything else—they’re novel—they offer 
every inducement for childish enthusiasm—and 
buying. All the aeroplane toys and Black 
Beauty are constructed wholly of steel, yet are 
unusually light in weight. A three-color enamel! 
combination (red, yellow and black, baked on) 
attracts the eye and makes your job of selling 
easier. Wise merchants are getting action in 
abundance with the Corcoran Dual Action Line. 
Send for your catalogue today. 


¢ ¢ ¢ 





® 





RED EAGLE—a “‘real”’ 





toy for a ‘‘real’’ boy— 

even has a joy stick which RED HAWK—speed and 

throws plane into climb- poser see. action — real aeroplane 
ing position. keeps the child satisfied. movements. 


ew 





SHOO FLY — rotating 
cylinder reveals colored 
pictures and nursery 


rhymes as the child rocks. 





RED BIRD—safe and 
gentle planing motion for 
the younger child. 


BLACK 
gallops as it rolls along. 
Adjustable in height. 


BEAUTY—it 





CORCORAN 


THE DUAL ACTION LINE FOR ACTIVE PROFITS 
The Corcoran Mfg. Company 
NORWOOD Dept. HA-1130 CINCINNATI, O. 


Corcoran Vehicles are made only in Cinecinnati—no connection 
with any other firms of similar names. Of Special interest at 
this time is the fact that Coreoran is prepared to fill Xmas 
purchase orders if sent in at once. On the west coast, samples 
are on display at the Standard Toy Agency, 718 Mission St., 
San Franciseo, Cal. 




















LESS TT TRRORRG 
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Shoots Customers Your Way 















H &R “FOLDING” 


Mr. Dealer, Carry the Shot Gun 
the Motorist Likes to Carry 


Now-a-days, men and boys who hunt usually motor to the woods and 
bays. They like this Gun, because it folds up compactly and occupies 
little space in a car. Can also be taken in a suitcase. No detachable 
parts to become lost or mislaid. Ball and spring device (patent applied 
for) limits movement of barrel to normal position, except when desired 
to fold gun. Now available in two weights. Light Frame in 410-12 
m/m, 14 m/m and 28 Gauge, with 22-in. Barrel, weighing about 414 
pounds. Heavy Frame in 12, 16 and 20 Gauges and 410-12 m/m, with 26- 
inch Barrel, weighing 53, to 614 pounds. Stock, fine black walnut; flex- 
ible hard rubber butt plate. Retails profitably at $12.00. Weather-proof 
carrying case $1.75 extra. Well advertised—demand already created. 


Order through your jobber. 


















H&B. ‘22 SINGLE SHOT” 
US RA. MODEL 







AN ARM OF PRECISION AT A MODERATE PRICE 


This improved model embodies several. worthy changes suggested by 
experts of national reputation. The shape of the stock now permits 
the approved high position or grip, and the back of the stock, as well 
as the sides, is checked. 

Hammer throw is now the shortest and fastest in any American arm. 
This insures very fast lock-time and minimizes the disturbing effect 
on the entire arm at time of release. 

The cartridge head is entirely enclosed, eliminating all possibility of 
blown-out cartridge heads. An automatic ejector throws all shells 

entirely clear of the pistol. Order 
Now is the time to equip for the Winter matches and to take advan- Through 
tage of the remarkable results achieved by the U. S. R. A. Model at Y bb 
Camp Perry. our Jo er 


HARRINGTON & RICHARDSON ARMS CO. 


WORCESTER, MASSACHUSETTS, U. S. A. 
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Hunting Season uses up 
Bottles, Cans and Tubes. 
Re-order NOW! 


Three Repeaters 


W Ith no more Hoppe’s left, hunter after hunter will be coming in for more. 

Needed for the rest of the "hunting season. Needed for final gun cleaning at 
the season’s close. Especially needed in all bad weather. For the necessary cleaning, 
protection and care of eve gun, regardless of ammunition shot. Keep your stock 
up — al display. Get in Hoppe’s Gun Cleaning Packs for Christmas. Order from 
your jobber. 


FRANK A. HOPPE, Inc., 2314-H N. Eighth St., Philadelphia, Pa. 


TRY THIS HERE’S a leader 


ON YOUR TRADE for your Toy Department 
FOX that will MOVE 


STERLINGWORTH 


Put a FOX STERLING.- 
WORTH in their hands! In- 
vite them to compare it with 
double barrel shotguns cost- 
ing $50 co $100 . . . then 
say “It’s a genuine FOX 

. «+ made and guar- 
anteed by ‘SAV- 



























































With These 
Selling Features! 


popular leader .. . na- 
tionally advertised . .. for 

ears. Now “Savage 
een” Positively fewer work- 
ing parts than any other make. 

















AGE’” . then Barrels Sterlingworth Fluid com- 
ring up the sale and on Pann gy a gp _ 
and bank the fore-end American Walnut nicely GIANT ROLLER ccm 
profits. checkered. Full capped pistol grip. 

pew yg By! ol and) guard: ee N. b igh 1 

id ‘ urability—New bright colors — 

0 conan ore on. siesiabes New educational feature — New 

In 12, 16 and 20 gauges; Barrels, 26”, nity wd and greater value at the RETAIL 

28”, 30”, or 32”. Any desired boring. ew frice. 

Cali your jobber now, or write us for Forty-two inches long; four-color finish—red, green, 

details. aay and black. Comes complete in gaily colored box. 


- « « of course it will sell at this new low price 
a ‘i.e. How many shall we send yeu? 


A. H. Fox Shotguns | ‘THE CONESTOGA CORPORATION 
Main Office and Factory, BETHLEHEM, PA., U. S. A. 


maceoctmageapatled Permanent Showroom a. oe 
SAVAGE ARMS CORPORATION Room 461, Fifth Ave. Bldg. oie Heit Me. 
UTICA, N. Y. New York City New York City 

















BULLS EYE The Best Way to 


Sell Air Rifle Shot [Sel oe WON eHe Shove 


ON'T sell air rifle shot in bulk— The First Best Skate — The Best Skate Today! 
it is too unhandy and wasteful. eet tte ellie: aie ad 
The most profitable way is to sell Bulls bulld steady, stable business besides 


th Richardson Roller Skates and the 
ey Richardson selling plan. 
, sales-making program is 
. complete with 
promotional material 
to develop volume 
a for you at 
enerous profit. 
Write for it today. 


Richardson Ball 
Bearing Skate Co. 


8312-18 Ravensweod Ave. 
Chieage, til. 


Betablished 1884 


Eye Steel Shot, in the handy nickel 
tube, convenient for you and the cus- 
tomer. BULLS EYE Steel Shot now 
recommended for use by makers of leading air rifles. Order 
from your jobber, or for full particulars write 


DAISY MANUFACTURING CO., Plymouth, Michigan, U. S. A. 
Sole sales agents for American BallCo. Factory at Minneapolis, Minn. 


BULLS EYE etriz SHOT 
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WALWORTH 
a MASTER 
STILLSON 
WRENCHES 





= 


mn 





PPP TTT) 








BIHEXSEnUInE Fe em 


STMMESONG |\ Se 

















THEY ALL KNOW THE GENUINE 


@ The reputation of the Walworth Master Stillson as the 
Genuine appeals to the men who use them: mechanics 
whose efficiency and safety depend upon the quality 
of their working tools. @ This general acceptance of the 
genuine Stillson all up and down the line of profession- 
al users is based on years of experience with pipe tools. 
Mechanics prefer this wrench because of its superior 
strength, lasting quality and performance. @ The red 
handle and Dan Stillson’s trade-mark on the jaw 
guarantee the greater strength as well as the genuine- 
ness of Walworth Master Stillsons to every man that 
uses them. @ 


ALWORTH 


Walworth Company, General Sales Offices: 60 East 42nd St., New York 
Plants at Boston, Mass.; Kewanee, Ill.; Greensburg, Pa.; and Attalla, Ala. 
Walworth Company Limited, 660 St. Catherine Street West, Montreal, P. Q. 
Walworth International Co., 11 Broadway, New York, Foreign Representative 
.. Distributors in Principal Cities of the World... 





ST/ILLSON 


WIM 
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It's Not Too 
Late 




















For Your Last 
Minute Order 

















It Moves Quickly 
—THE KENTON VERTICAL 
ENGINE 


Fly wheel, governor, crank head, connecting rod and 
piston all move and operate when crank is turned. 












Avoid the annual late Holiday loss of sales 






















caused by shortage of good items. It is easy Pulley wheel allows other toys to be attached by 

to do by examining your sales records now. belt. Can be run by electric motor. 
Pick out the ones that have sold most rapidly Low prices—beautiful finishes—see it in our cata- i; 
and reorder while there is yet time to get log—send for your copy today. ° 
delivery. THE KENTON HARDWARE CO., Kenton, Ohio 


There are hundreds of Arcade Toys of which 


some will sell faster than others in your com- ee 
ona ae J oO ay 








REVOLVERS : 
SHOTGUNS 


Secale i 





| Send for catalcg 


Harrington & Richardson Arms Company 
Worcester, Mass., U. S. A. 























Sport coupes, wreckers, tractor-trailer trains, fire engines, | ° ° 
doll house furniture, such as the tiny piano, garden Big Sellers for Holiday Trade 
set, lawn mowers, and Christmas Tree Holders—and f 





that's only a few!.. Order now. Our Catalog shows 

i | 14 different kinds of 
| Chime Toys that are 
| exceedingly popular 


, around the holidays. 
CAST 
A DE IRON TAYS Also many other 


fast selling Toys for 
Arcade Manufacturing Co. a ee 


catalog and prices. 






Freeport, Illinois 


The N.N. Hill Brass Co. 















BRANCH OFFICES REPRESENTATIVES be 
New York Dallas J. T. Rowntree, Inc. Manufacturers of Bells and Toys he 

200 Fifth Avenue D. D. Otstott — = eueend 833 Skinner St. ni 
Chicago ne. s Angeles le ‘ iN. 

353 W. Randolph St. Santa Fe Bldg. Salt Lake City Denver EAST HAMPTON, CONN Cut 494 
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LET’S GET GOING 
Boost Christmas Sales 
With a Live One as 
Feature the New a 













QUALITY, 
SINCE 
TA 














22 CALIBER BOLT ACTION 








Just the Thing for Junior at Christmas Time 


This new 22 has stepped right out in front in the 22 class. 

It’s the safest 22 ever designed and therefore in high favor with parents. 

The automatic safety mechanism prevents firing or even aiming until the safety knob 
is snapped down. 

When it comes to accuracy, beauty of design and fine workmanship, it’s an Iver 
Johnson product and that’s saying something. 


It retails at $7 and will get the Christmas business. 


IVER JOHNSON SAFETY REVOLVERS 


The Famous “Hammer the Hammer” Line 
Another Live Christmas Item to Help Build a Big Christmas Total 


Many Models in Revolver shown is the 


Different Calibers, Barrel Supershot, Especially 
Lengths and Finishes Designed for Target 
A Type for Every Use Practice and Vacation Sports 


IVER JOHNSON SINGLE and DOUBLE BARREL SHOT GUNS ARE 
VERY MUCH IN THE PICTURE AT CHRISTMAS 
Send for Liberal Dealer Proposition A on Firearms 
SOLD BY ALL JOBBERS 


IVER JOHNSON’S ARMS and CYCLE WORKS 


FITCHBURG, MASS. 


NEW YORK, 151 Chambers Street ‘ CHICAGO, 108 W. Lake Street 
San Francisco, 717 Market Street 


THE LINE THAT SELLS 
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REVIEW OF 1930 LEADERS 

POINTS THE WAY TO PROFITS 
FOR 193! | 

Here, parading before you for just a moment, are 


the items that have brought thousands of high- 
profit sales to Goodell-Prazt dealers during 1930. HACK SAW BLADES 








These are the products that have been proved 
most in active demand—all of dependable 


Goodell-Pratt quality. 


No. 1811 


At the top is the 1931 Complete Electrical Work- 
shop, one of the largest unit sales in the whole 
line. At the left is the new Automatic Drill No. 
188 that has created a sensation wherever shown. 


Directly below are the handy Screw Drivers No. 
66 and No. 117. Next is the popular No. 1051 
Electric Drill. At the bottom are the No. 35 Com- 
bination Square and examples of the new line of 
Punches and Chisels. Next above are the No. 909 
Screw Driver and the new large No. 1811 Spiral 
Ratchet Screw Driver. Next in line are three pop- 
ular Hack Saw Blades. At the top is the new 
fast selling No. 923 Hack Saw Frame. 











Write us for full details and prices on any of 


these items. No. 909 








+ — Vv 


GOODELL-PRATT COMPANY 


GREENFIELD, MASS. 


NEW YORK CHICAGO 
107 Lafayette St. 38 North Clinton St. 


LONDON 
127 Queen Victoria St. 





PUNCH 








CHISEI 
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who can’t sell TIRES 











and Ill show you one 
who mever tried Puaris 


| : factory-owned stores 





If that man has always considered 
tires a side-line ... a half-dead filler 
.. the chances are it’s because he tried 
tires that failed him in quality or price 
... quality too low or price too high. 


Pharis makes ... and sells .. . First- 
Line tires. But Pharis eliminates 
warehouses, a big sales force, and 
factory-owned stores to achieve 
the ideal combination of low price 
and quality equal to the best. 


Give the man that combination... 


di and he'll sell tires, too. 


Ist EINE 
» —> 
FinRE Ss 
THE PHARIS TIRE & RUBBER CO. 
Newark, Ohio, U.S. A. 


















MYERS | 


« SELF-OILING 
POWER PUMPS ana \ 
WATER SYSTEMS | 


Embodying | 
Many Patented \morovements 


Are Built to the Finest 
























































of 
Mechanical Standards 























Positive self-lubrication, housed gears and working parts, \ 
through shafts with double self-oiling and self-cleaning \ 
bearings, oversize valves, unrestricted water ways and \ 
other features present a striking individuality in pump 
design and pump perfo ormance that carries prestige and 
profit with it for Myer s Dealers and Distributors 




















































































































Xe S Ask for Catalog 








¢, lake Off Your-Hat-, 
ir ae The 
MYERS ES 
PUMPS -WATER SYSTEMS - HAY TOOLS -DOOR HANGERS 


TH FLE.MYERS & BRO.¢S: ASHLAND, On10. 














Ris De era 
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QTY 


to Sharpen 
Razor Blades/ 








Unique Device 
That Takes the Place 
of Stroppers! 


Here’s just what every man who uses a safety razor has long 
been waiting for—a simple device that will actually sharpen 
a razor blade instead of merely stropping it! 


The Keenex Edge-Grinding Sharpener is different from any- 
thing ever before on the market! A wonderful device that 
grinds a new edge on the dullest razor blade in 20 seconds and 
makes the blade so sharp that it will give clean, easy shaves 
for a whole week without re-sharpening. 


Do not confuse the Keenex with stroppers or stropping 
machines! Instead of merely smoothing down the rough 
edges of the blade, as a Soft leather stropper does, the Keenex 
grinds a new bevel on the blade by means of a powerful edge- 
cutting abrasive, making it even sharper than when it was 
new. 


Advertised in Leading National Magazines! 


Colliers ; Elks Magazine Country Gentleman 

American Magazine American Legion Country Home 

National Geographic Rotarian 
These magazines are telling the wonderful Keenex story to over 
10,000,000 men, month after month. Thousands of men. in all parts of 
the country are writing us for detailed information about this amaz- 
ing new razor-blade sharpener that has taken the nation by storm. 
Your customers are reading about the Keenex in their favorite maga- 
zines and will be looking for it in your store! 


Write Today for Sample and Prices! 


The Keenex opens up an entirely new field for profits! Every man 
who shaves with a safety razor wants one the minute he sees it! 
It’s a fast-selling item with a substantial profit. Send today for a 
sample sharpener, literature and prices, so that you may get in a 
stock in time for Christmas selling! 


THE KEENEX RAZOR SHARPENER CO. 
3262 Monroe St. Toledo, Ohio 


KEENE X 


Edge-Grinding 
RAZOR SHARPENER 











Get Your 
Supply 
Now for 
Christmas! 


The Keenex Razor Sharpener Co. 
3262 Monroe St., Toledo, Ohio 


“= 

i 

8 

i 
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& [Send a Keenex Sharpener at once, with the priv- a 

: ilege of returning it. . 

(J Send literature and quantity prices. : 
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Strong Porcelain Enamelware REGULAR 


Stainless Wiiteanit Wary Standard 


QUALITY QUALITY 
acto ApProveg 


<< 184 
Good keep 
ee. s institute ey 


e 
Contain i> 
HOusexcepinc MAN 


High quality Enamelware Kitchen Utensils moderately priced. 
Distinctive features to satisfy the most discriminating. 
Send for Complete Catalog 


The STRONG MANUFACTURING CO. 


SEBRING Unit af AMERICAN CHINAWARE CORP. OHIO 













































































Swift Cutter Scythes 


The Genuine Little Giant Scythes. The All-Day-Edge Our Swift Cutter Scythes are as good as can be made 
Kind. Imitated but Never Equalled. of one-piece steel. 


BUYERS: Even though you buy scythes from some other manufac- 
turer, tell your salesmen not to refuse orders for the FAMOUS ALL-DAY- 
EDGE SCYTHES, made only by the NORTH WAYNE TOOL COM- 
PANY, for we will supply you with one dozen or one thousand dozen. 


NORTH WAYNE TOOL CO., Oakland, Maine 


GENERAL SALES OFFICE - 6331-6351 Tireman Avenue - Detroit, Mich. 
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National Oil-Burning 


Tank Heaters 








Burns low cost distillate or fuel ofl] (5 to 10 
hours on one gallon, depending upon amount 
of heat required). Average fuel cost, lc an 
hour. One extra gallon of milk yield a day 
will not only pay cost of operation, but will 
actually pay for the equipment in a single 


4 


L 











season: (milk valued at 10c per at.). 


Big Profits in Selling 
to Farmers 


Our Extensive Advertising Will 
Bring Customers to Your Store 


There is a tremendous demand for National Oil-Burning 
Tank Heaters among farmers and stockmen everywhere. 
The National Heater is fast taking the place of the or- 
dinary wood and coal burning Heater. It is less trouble, 
eliminates all danger of fire from sparks, and really is 
economical in operation. 

The National Oil-Burning Tank Heater operates on 
cheap fuel oil or distillate; which it burns with a clean, 
smokeless flame, turning every gallon into maximum 
heat units. For a few-cents daily, every farmer can have 
abundance of warm, drinkable water for his live stock 
in winter. 

The perfection of the National Oil-Burning Tank Heater 
is the result of more than fifteen years of actual experi- 
ence in the making and selling of Oil Heaters. There 
are no delicate parts to burn out, nothing to clog or get 
out of order. National Heaters are made to give real 
service, and are covered by our guarantee to every user. 
The National Heater is advertised forcefully and regu- 
larly in leading farm papers with national circulation; 
also by radio from several of the most prominent stations 
of the Middle West. 

Here is a money-saver for the farmer, and a money- 
maker for the dealer. A big profit on each sale, and 
every Heater sold in a community leads to additional 
sales. Get in touch with your regular jobber, or write 
us direct for circular and full details. A sample on 
display in your store will lead to many sales. 





We also make this 
heater and can furnish 
it at very attractive 
price. Burns any kind 
of fuel. A proved suc- 
cess and good seller. 














Manufactured by 


C. W. BUSBY & COMPANY 


Box No. 30 








Washington, Iowa 
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Advertising for Christmas Business 


Why not tell them what attractive 
things you have to sell?. . . otherwise 
how can they know what splendid 
Gifts of Utility they can buy of you? 


A beautiful Christmas mailing cir- 
cular to advertise your store and your 
Christmas merchandise! 


Printed in three beautiful colors 
on fine paper ... illustrating the things 
your customers want to buy .. . the 
things that you have for sale. 


Why not show your customers your 
own merchandise in your own circular? 


Look for Hibbard’s Christmas Flyer 
...chuck full of attractive Christmas 
merchandise ... plus an Advertising 
Plan that sells merchandise for you... 
a flexible Service ... an inexpensive 
Service...a Plan that gets results for you. 


Co-operate With the Wholesaler Who Co-operates With You 


HIBBARD, SPENCER. BARTLETT & ©. 


Commi oC AS CO 


211 EAST 


WATER ST. 
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6eé 
Ee WV aur is the future of the small town?” 
oe asks Prof. W. P. Kirkwood, University of Minne- 
e sota, in The Spinning Wheel. “The new census 
figures are being watched for evidence of trends 
—and conclusions, this way or that way, are being 
drawn. The problem is: Are good roads, auto- 
mobiles, mail-order houses, and chain stores in 
larger centers, sapping the life of the smaller 
community? Professor Kirkwood continues: 
“They are in some cases and they are not in 
others.” That answer to the question is highly 
significant. If some communities are standing 
up under the strain, and not only standing up, 
but making progress, then there is nothing 
fundamentally wrong with the small community. 
“Our own feeling is that the future of any 
community hangs, not on automobiles, good 
roads, mail-order houses, and chain stores else- 
where as magnets of trade, but on the spirit of 
the people of which it is made up. If they 


throw up their hands and surrender, their com- 
munity is doomed. If they stand up, use modern 
methods, and make a real fight, then the auto- 
mobiles which frequent their roads will be com- 
ing to their town—not going away from it. 

















The Future of the Small Town 


“There are three things that will keep the cur- 
rent of trade flowing to, rather than away from, 
a community. They are: 

Good goods at right prices, adequately 
stocked. 

Good service. 

Effective advertising. 


“Good service means an adequate stock, invit- 
ing display, courteous and thoughtful treatment, 
assistance in solving the customer’s problems, 
credit when deserved, and all of the conveniences 
of trade. These can be offered equally well in the 
small community as in the larger one. 

“If the merchants of any community will carry 
adequate stocks of merchandise of known values, 
will see to it that the people of their trade terri- 
tory are provided with all of the modern con- 
veniences of retail trade, and then will tell their 
little world about it. clearly and persistently, 
their community will not fade out. On the con- 
trary, it will grow and flourish. 

“The future of the small town, therefore, is up 
to the people in it. It is they who will make or 
break it—not automobiles, good roads, mail- 
order houses or chain stores.” 











CHARLES J. HEALB, Managing Editor 
SAUNDERS NORVELL, Contributing Editor 


NO. 20 
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A SPOR-TEE set on your floor 
ete oe me ae “ PeEan real profits 


TO YOU! 





* 


PATENTS APPLIED FOR 


POR-TEE, the outstanding golf game, never fails to make a tremen- 
dous hit with everyone regardless of age when displayed where it can 
be seen and played. The experienced golfer, as well as the “dub,” is 
instantly attracted by the sporty appearance of this distinctly differ- 
ent, scientifically designed putting game and their interest immedi- 

ately increases to the point of an easy sale when they play the first couple 
of holes. 

SPOR-TEE may be used in homes of any size. It is not in any sense of the 
word, a toy—it is a ruggedly built 9 hole, 31 par course, made of heavy pressed 
steel, finished in green enamel and manufactured by a concern that is a rec- 
ognized leader in the metal stamping field. It retails at $15.00 per set— 
just the right price ‘to attract the buyer and allow an excellent margin of 
profit for both dealer and jobber. Make large additional Christmas profits 
by being the first in your community to display SPOR-TEE. Write for 
complete information—do it now before you turn over this page. 


Spor-Tee Saturday Evening Post Advertising starts in the December Thirteenth issue. Be 
prepared to meet the demand this national advertising will create. 


Detroit Metal Specialty Corporation 
MANUFACTURERS OF METAL-BILT PRODUCTS 


1652 Beard Avenue . : Detroit, Michigan 
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George W. Bennett 
& Son, of Mon- 
toursville,Pa.,a town 
of less than 3,000 
population, have 
found the way to 
getting new patrons 
into their store—and 
selling them. 


By W. ROBERT STORY 


66 HAVE been keeping track 
of just who my customers 
are,” remarked Seth Ben- 
nett, Montoursville, Pa., 

who recently erected a fine new 

building in which to house the 

hardware business of George W. 

Bennett & Son, following the fire 

which destroyed the old store last 

December. “I have been having my 

share of customers every day, and 

the thing that pleases me is the 
fact that the most of them are peo- 


ple who have never been in our 
store . before,” Mr. Bennett con- 
tinued. 

That many of these new cus- 
tomers, in fact the large majority 
of them, are women who do most 
of today’s buying, is credited to 
the new and modern store with 


This Store 


attracts 


Customers 


its more inviting equipment and 
attractive merchandise displays. 
The new building would do 
credit to many cities much larger 
than Montoursville. It is a two- 
story structure of fireproof con- 
struction, 33 ft. wide and 96 ft. 
long. The basement is used for 
wareroom purposes, the first floor 
for the retail salesroom and the 
second story is utilized for two 
modern rental apartments. 
Nothing was overlooked in plan- 
ning, building and equipping the 
store in accord with the desire of 
the owner to provide a store of 
which the residents of Montours- 
ville could justly be proud. With 
reference to this Mr. Bennett said: 














“I wanted to give my 
customers the kind 
of store which their 
confidence in me en- 
titled them to.” 

The left side of the 
main salesroom is de- 
voted to tools, shelf 
hardware and build- 
ers’ hardware. These 
lines are displayed 
on panel boards of 
modern wall fixtures, 
and on the new type 
of ledge display, 
which serves the 
same purpose as 
open display tables. 
The right side of the 
room displays house- 
hold goods and paint, 
with the ledge type 
of display again 
prominent. The cen- 
ter of the room is 
equipped with open 
display tables having 
glass bins. Four 
batteries of tables 
run lengthwise 
through the room, 
providing three wide 
main aisles with connecting cross 
aisles, which tend to give the prop- 
er customer circulation that is so 
important in today’s system of mer- 
chandising. 

Cutlery and kindred lines, gen- 
erally classed as perishable mer- 
chandise are displayed in flat top, 
glass inclosed cases in the front 
part of the room. Stoves and other 
bulkier floor goods are shown on 
elevated platforms at the rear of 
the store. Nails are condensed in 
the smallest possible space in the 
new type nail bin counters having 
metal drawers. Garden imple- 
ments and steel goods are dis- 
played where they can be seen, as 
is the rope, in the new type rope 
dispenser. In short, nothing is 


The modernized Bennett store 1» Montoursville, Pa., is striking in its 
contrast with the old store pictured below 


left to guesswork, everything is 
out where it can be seen to the 
best advantage and conveniently 
inspected. Every item is priced in 
plain figures, enabling store visi- 
tors to serve themselves to a large 
degree. 

Lighting was given careful at- 
tention and no shadows exist. 
Everything is bright, and cheerful, 
the firm realizing that proper 
lighting is one of the most essen- 
tial factors in modern merchandis- 
ing methods. Show windows are 
of the latest approved type, their 
design making possible attractive 
trims, which are so essential in 
catching the eye of the passer-by. 

The floor layout, fixture arrange- 
ment design and installation were 





made by W. C. Heller 
& Co., Montpelier, 
Ohio. The Simmons 
Hardware Co.,of Phil- 
adelphia, furnished 
the complete stock 
for the new estab- 
lishment and sam- 
pled the panel dis- 
plays. 

On the evening of 
Aug. 14 the store 
was formally opened 
with an “open house” 
celebration. No mer- 
chandise was sold, 
but nearly 3000 per- 
sons visited the store, 
receiving. a very 
favorable impression 
of its facilities for 
serving their future 
needs in the most 
up-to-date manner. 
Every visitor was 
made to feel “at 
home.” Mr. Bennett 
and his sales force 
greeted the public 
and no effort was 
spared to make their 
visit an enjoyable 
one. Souvenirs of the occasion 
were provided for all, interesting 
demonstrations were conducted by 
various manufacturers, while 
thousands of hardware items in 
view were displayed in the most 
modern manner. 

Aug. 15 and 16 were devoted to 
“opening days.” With each pur- 
chase of 50c. or over, an enameled 
mixing bowl was given gratis. 
Many “specials” were offered and 
as the result of a carefully pre- 
pared advertising campaign, a to- 
tal of over 600 cash transactions 
were recorded during the two days 
of the opening sale. Considering 
the relatively small size of Mon- 
toursville, this record is consid- 
ered quite remarkable. 








—Is that possible? 


All over this 


Ask Us Another 


—Will the chain store drive us out of 
business? 

—Not if you do as good a job as the 
chain store. 

—How can we drive the chain store 
out of business? 

—By doing a better iob than the chain 
store. 


—Both are possible. 
country today there are innumerable 
cases of alert, aggressive independ- 
ent merchants who are beating the 
chain stores at their own game. 
There are also many cases of the 
chain store crushing the weak inde- 
pendents. Each to his own battle. 
The better man always wins. 

Llew S. Soule 
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How Jansky Deals in 


Juvenile Joy ia 


UVENILE joy is a highly 

marketable commodity in 

Tom Jansky’s hardware 

store, Berwin, IIl., just 
west of Chicago. Here, with the 
well-planned encouragement of 
the proprietor, the Toy Buying 
spirit has free rein. It was so 
free toward the end of last year 
that Mr. Jansky did a toy volume 
of $6,000 during the holiday sea- 
son. And most of this merchan- 
dise was sold before it had to be 
paid for. 

First, he laid down a timely ad- 
vertising barrage. Two weeks be- 
fore Christmas he distributed 7000 
copies of an eight-page toy catalog 
in colors. These went straight into 
the homes of Berwin and vicinity. 

On this point he was particular. 
He hired men—not boys—to dis- 
tribute the catalogs. Each man 
had specific instructions to put 
each catalog into each home-own- 
er’s mail box. Then, “to make as- 


surance doubly sure,” he hired a 
reliable trailer to check over the 
routes and see that the instruc- 
tions were carefully followed. 





This Suburban Hardware 
Merchant Did a Holiday 
Toy Volume of Six Thou- 
sand Dollars, But He Didn’t 
Do It Without Carefu! 
Preparation. 


In this way Mr. Jansky got 
maximum attention. Of course, his 
toys on display in the store corre- 
sponded to those illustrated and 
described in the catalog. The 
catalogs cost him $35 a thousand. 

“When properly distributed,” 
declares this merchant, “such lit- 
erature is worth its weight in 
gold. I don’t begrudge the ex- 
pense in the least. 

“Most of the serious holiday 
buying is done from ten to four- 
teen days before Christmas. Con- 
sequently I am always careful to 
time the distribution of my toy 
catalogs just right. If they went 
out too early people would be in- 
clined to forget the message; if 
too late, they wouldn’t have time 
to act.” 


Sure catalogs 


enough, the 


brought the buyers. Some extra 
help had to be hired to take care 
of the rush. Mr. Jansky hired 
girls, four of them. For this ad- 
ditional selling service he paid 
about a hundred dollars. The 
girls worked day and night for a 
week until Christmas Eve. 

“These young women,” says Mr. 
Jansky, “were quite satisfactory. 
Though inexperienced, they were 
quick to learn. Most women or 
girls are better at selling toys and 
other gift goods than most men or 
boys. It seems to be a feminine 
instinct. 

“When it came to electric trains 
and mechanical toys of that gene- 
ral class, of course, they were not 
so good. With these few excep- 
tions, they did an acceptable job 
of pinch-hitting. No hardware man 
need hesitate to hire any bright 
girl to help him through the holi- 
day trade.” 

To an impressionable youngster 
the Jansky hardware store must 
have looked like fairyland for two 
or three weeks before Christmas. 
Surely, in some mysterious fash- 
ion, Santa Claus had something to 
do with this big, beautiful store 
and the people in it. 

Light, temporary standards had 
been erected at each corner of the 
six large islands of open display, 
reaching to a height about 714 ft. 
above the floor. The standards 
were wrapped spirally with alter- 
nate red and.green paper. Cut- 
out strips of red, white and green 
paper were stretched straight 
from the top of each standard to 
the top of the next in rectangular 
fashion. 

A row of bell-shaped figures ran 
along each strip of red. The white 
strips consisted of deep scallops 
representing icicles. A repetition 
of paper Christmas trees consti- 
tuted the green strips. The effect 
of the whole was that of a color- 
ful, atmospheric canopy over the 
miscellaneous array of holiday 
goods on inside display. 

Even the infants were taken 
into careful consideration as im- 

(Continued on page 76) 
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A Modern Store 


and © 


Concentrated Buying 
Meets His Competitio 


VEACH C. REDD 


HAVE never yet found it 
impossible to find a similar 
article to sell at a compet- 
itive price, making a satis- 
| factory margin at the same 
time. The ability to meet 
competitive situations and 
conditions is largely attributed 
to a policy of concentrated 
buying,” says Mr. Redd. 
Eighty per cent of Redd’s 
merchandise is purchased 
from one wholesale house. 
For this reason he is able to 
meet competition offered by 


chain stores and others feat- 


uring “leaders” on occasion. 


Veach C. Redd, Cynthiana, 
Ky., is within 14 per cent of 
last year’s business in spite 
of drought and six months’ 
illness. It would have been 
impossible, he says, without 
modern store and methods. 


EACH C. REDD, well known hardware mer- 

chant who operates a very successful hardware 

store in Cynthiana, Ky., declares it is often 

advisable for dealers to spend money in order 
to place themselves in a position to make more money. 
His remark was prompted by a personal experience in 
his own establishment, located in a town of 4300, 
nestled in the heart of the famous blue-grass belt of 
Kentucky. Mr. Redd spent $1,525 in remodeling and 
modernizing his store, but the.expenditure of this sub- 
stantial sum paid handsome dividends. During the first 
year following the improvements outlined, net profits 
increased $2,636. In short, the new display equipment 
and alterations paid for themselves in one year, and 
there was a surplus of $1,111 to spare. 

Accompanying figures, in the tables reproduced, show 
an actual comparison between the results before and 
after the improvements were made, offering indispu- 
table evidence as to the sales increasing power of 
modern merchandising methods. It might be well to 
state, lest the reader gain the impression that the Redd 
store, before it was remodeled, was very old fashioned, 
that such was not the case. On the contrary, the fa- 
cilities of the store, before the changes were made, 
were as good as those found in the average hardware 
store of the era. Open display tables were being. used 
to some extent and other fixtures were in good condi- 
tion, although they were of a type now considered 
obsolete. In the old store, no attempt had been made 
toward uniformity of display fixtures and the com- 
pleted effect was one of disorder, no matter how neatly 
the goods were shown. The many and varying sizes 
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By J. M. WITTEN 














of the fixtures then in use were made 
even more apparent when as a pre- 
remodeling step, an inventory of 
the display equipment on hand was 
taken. This disclosed that there 
were 32 display tables in the store, 
and of these, 26 were of varying 
sizes. 

While increased profits show 
what modernizing has accomplished 
in the store, Mr. Redd says that 
many factors play a part in con- 
tributing to the results as a whole. 
As an example, Mr. Redd declares 
that the country woman appreciates 
a nice clean modern store even more 
than the urban housewife. He 
pointed out that this is true be- 
cause most women who live in town 



































Redd’s_ store is 
located on the 
street which is de- 
picted at the left, 
while the  pro- 
fusion of chain 
stores and other 
competitive estab- 
lishments, with 
which he vies for 
the consumer’s 
dollar — and gets 
it, is shown in the 
drawing appear- 
ing above. 


rarely visit the stores, relying al- 
most wholly upon the telephone for 
shopping purposes. The Redd store, 
as now equipped, serves 600 cus- 
tomers on a busy day, with a force 
consisting of five persons, includ- 
ing Mr. Redd. When asked regard- 
ing the opinion held by some hard- 
ware merchants who declare that 
they refrain from modernizing 
their stores, fearing that farm cus- 
tomers and others in work clothing, 
would hesitate to enter such a fine 
looking store, Mr. Redd’s said he 
didn’t believe that it would be pos- 
sible to have a store so fine that it 
would have that effect. From his 
observation, farmers appeared to 
take considerable pride in having 


such a store catering to their needs. 
It is not at all unusual for farm 
customers to drive forty miles in 
order to patronize the Redd store, 
simply because it is a very pleasant 
place to shop, has what they want 
in stock and displays it in a manner 
that makes shopping a pleasure. 
Providing that the hardware 
store is a modern one, Mr. Redd, 
who in a business way, literally 
“rubs elbows” with a profusion of 
chain stores of many types, firmly 
believes that chain stores have a 
tendency to make business better 
for the hardware dealer. This, he 
said, is particularly true of small 
towns located in agricultural dis- 
tricts. Mr. Redd bases this con- 
tention on the fact that the firm 
names of most of the chain store 
organizations are well known to the 
general public, serving to attract 
many people to Cynthiana, who 
might go to some other town to 
shop, if Cynthiana’s complement of 
chain stores was less complete. 
With a store just as attractive as 
any chain store in town, offering a 
wider variety of goods, of generally 
higher quality, priced to meet “all- 
comers”—chain stores or what have 
you, Veach C. Redd has only favor- 
able things to say of his competi- 
tors and especially of chain stores. 
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He finds that many people who are 
originally attracted to the town by 
the chain stores, after visiting 
them, make their actual purchases 


proposition, a price was quoted that 
enabled the store to meet the 
situation and still make a good 
profit. Practically the same situa- 


in his establishment. 


Not infre- 








THESE FIGURES SHOW WHAT MOD. 
ERNIZING ACCOMPLISHED FOR 
VEACH C. REDD 


1928 Sales, Old: Type Store 
1929 Sales, Modern Store (Same 


Sales Gain with Modern Store... . 
Cost of Remodeling 
Net Profit on Extra Volume, 7.28% or 2,636 


$ 88,262 


115,160 
26,898 
1,525 


tion presented itself recently in 


vacuum bottle 
lunch kits, just 
when this item 
was coming into 
active demand 
at the opening 
of the fall school 
term. Chain 
stores began 
offering the kits 
at $1.39. After 
taking the mat- 


ter up with the wholesaler, Redd 
was able to buy them for 98c. and 
sold them for $1.25, considerably 
under the chain store price. The 
display of lunch kits occupied a 
12 x 32 in. space on an open top 
table, and from this display, 60 
sets were sold within 12 days. 
Turnover is considered of prime 
importance in the Redd store. On 
some lines, namely paints, enamel- 
ware and aluminum ware, stock con- 
trol records of the approved type 
aid in keeping an accurate check on 
the movement of these particular 
lines. It is Mr. Redd’s opinion that 
stock control, when carried to ex- 
tremes and used for all 
lines of merchandise is too 











quently he has over- 
heard store visitors 
remarking that bet- 
ter articles for the 
same money, or even 
less are being offered 
by his store. 

With regard to the 
ability to buy like 
articles to sell at 
chain store prices, 
Mr. Redd asserted 
that he had never 
yet found it impos- 
sible to buy a similar 
article to sell at a 
competitive price, 
making a_ satisfac- 
tory margin of profit 
at the same time. 
The ability to meet 
competitive situ- 
ations and conditions 
is largely attributed 
to a policy of concen- 
trated buying. Eighty 
per cent of Redd’s 


HOW REDD’S REMODELED STORE 
COMPARES WITH THE AVER- 
AGE HARDWARE STORE IN 
TOWNS OF 4,000 


Total Expense Base 
on Sales 
Net Earnings on Sales 
Earnings from cash 

discounts, etc . 
Total Earnings 
Sales per person em- 
ae 
Accounts Receivable 
for each $10,000 
Sales ; 
Total Assets for each 
$10,000 Sales 
Credit Sales 
Days Credit Business 
on Books, Dec. 31 
Stock Turn 
Profit on Investment 
Salary Expense, 
based on sales, in- 


cluding _ personal 
salary 


*N.R.H.A. Figures 


Redd’s 
Store 


14.93% 
4.95% 


Average 
Store* 


20.54% 
3.17% 


2.33% 
7.28% 


1.82% 
4.99% 


$18,511 $20,253 


$1,971 $1,278 


$3,216 
70% 


90 68 


$3,511 
56% 


. 2.67Times 3.93 Times 


12.59 23.94 








merchandise is pur- 
chased from one 
wholesale house. Because the ma- 
jor portion of his business is 
placed with one firm, he finds that 
it is quite ready to extend special 
low prices when necessary to assist 
him in meeting the competition of- 
fered by chain store “leaders” on 
featured occasions. 

One chain store recently featured 
hog troughs at a price below Redd’s 
cost. When the wholesale house, 
which receives the most of his busi- 
ness, was notified of what the store 
was up against on the hog trough 


complicated to be prac- 
tical in most stores. How- 
ever, he does believe that 
it is most essential on a 
few lines of the type men- 
tioned. 

In illustrating the infor- 
mation provided by stock 
_control as applied to en- 
ameled ware, ivory ware, 
having a green trim was 
taken as an example. This 
is the most popular color 
combination carried by the 
store. Through consulting 
the stock control records, 
it was learned that the 
stock of this particular 
ware turned ten times in 
1929. That a total of 144 
dozen pieces of all types 

(Continued on page 74) 
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The use of their basement gives the Popkens at least one third more space in which to display their Wheel Goods 


How the Popkens Push Wheel Goods 


Needing a Highly Selective Christmas Mailing List, They Double- 
Sifted the Juvenile Savers Banking at School Through Thrift, Inc., 
and Mailed Each First and Second Grader a Colorful Catalog in 
His Own Name—Then Oak Park’s Holiday Buying Spirit Jumped— 
They Induce Customers to Shop Downstairs for Playthings and 


OUR years in the toy bus- 

iness have taught Ben 

Popken and his son Roland 

of the Porken Hardware 
Co., Oak Park, IIl., that in their 
community sturdy toys, for the 
most part, are the best for the 
hardware man to handle. In gen- 
eral, they avoid the fragile items, 
proceeding on the theory that the 
average customer expects to get 
durable merchandise in a hard- 
ware store and that the hardware 
merchant should shape his policy 
to fit this,favorable idea in the 
customer’s mind. 

The Popkens display and stock 
playthings from New Year’s to 
New Year’s. For the holiday sea- 
son of 1929 they stocked $3,000 
worth of toys. But it is one thing 


to invest that much in merchan- 
dise and quite another thing to 


Sporting Goods 


turn it over profitably. Roland 
Popken gave the problem an extra 
measure of thought. 

Additional merchandise _ re- 
quires additional advertising. He 
had done pre-Christmas advertis- 
ing before in the usual way; that 
is, he had mailed out colorfully il- 
lustrated toy catalogs to long lists 
of customers for three previous 
seasons. Each time they had 
brought good results. By a better 
selection of his mailing list, he 
concluded he could get even bet- 
ter results. 

That conclusion brought his 
mind around to Thrift, Inc. This 
is an Oak Park savings institution 
operating through the _ public 
schools. Though the board of 
education cooperates with it, the 
organization is privately con- 
trolled. It teaches the school chil- 


dren thrift by inducing them to 
practise that virtue. As in so 
many other communities, a large 
proportion of the pupils have sav- 
ings accounts to which they add 
week by week. The Popken Hard- 
ware Co. concluded that a list of 
the savers would be pretty hard 
to beat for “selectivity.” 

Therefore, Mr. Popken obtained 
the list which contained 5000 
names. From it he chose 2000, 
according to age. 

Those registered in 1929 and 
1928 were first and second grade 
grammar school pupils. Consid- 
ering them the “cream of his 
prospects,” he mailed each child 
on this double-sifted list a copy 
of his tempting catalog inclosed in 
an envelope and addressed in the 
child’s own name. 

(Continued on page 39) 
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P in central New York 

there is a town of 2000 

population where winter 

to the merchants, espe- 
cially those selling sporting goods, 
for years without number, had been 
just so much red ink on the ledger. 
But two hardware dealers who had 
a vision of increasing winter busi- 
ness, changed everything. 

To build up a sport goods volume 
in the dead of winter they enlisted 
the help of fellow merchants and 
others and founded the Cazenovia 
Winter Sport Club. 

Not professional winter sports, of 
course, indeed, being a typical small 
town, few persons were adept at 
any branch of snow and ice sports; 
but there was plenty of opportunity 
to cultivate amateur winter hikes, 








skiing, snowshoeing, and even to 
stage a winter picnic and carnival. 


How They Went About It 


How the community organized to 
enjoy winter much better and, in- 
cidentally, how Horace P. Aikman 
and Floyd Marshall, both veteran 
hardwaremen of the town, increased 
their winter volume from almost 
nothing—formerly there was little 
business beyond skates—to a very 
substantial size, is the interesting 
story of getting old and young sold 
on cold weather enjoyment. 

Folks must have some incentive 
to get outdoors in winter-time. So 
the founders of organized commun- 
ity winter sports proceeded to find 
a reason that would appeal to every- 
body. 





Here is a: really helpful 
article on the organization 
of a live winter sport club. 
This town of 2000 people 
never boasted more than 
three toboggans before the 
organization of the club. 
—Today everyone in town 
owns one or more. 
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A winter sport club, that was the 
answer! 

They tried out the idea on the 
neighbors. They were interested. 
They placed the matter before the 
business men’s organizations. They 
promptly put it in the icebox, but 
appointed a committee. 

They conferred with each civic 
organization head. They would 
help when the time came. 

They presented it to the lodges 
and fraternal orders. Glad to get 
behind so worthy a cause. 
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They interviewed the prominent 
physicians. Surely, most healthful! 

They enlisted the local ministers 
of every faith, also the leaders of 
the more prominent religious or- 
ganizations. Certainly it had full 
sanction if nothing conflicted with 
regular services. 

And then they tried the Boy 
Scouts and the Campfire Girls. You 
bet....hats off fellers....hip-hip- 
hoo-o-ray! And three cheers for 
the winter sport club, whatever it 
was going to be. 

So a good idea was translated 
into action. Prominent business 
and social lights were interviewed 
and their opinions woven into a 
spirited series of newspaper stories 
for local consumption. Presently 
tongues were busy and soon came 
that charged atmosphere that good 
salesmen know portends 
the psychological moment. 


will look to with confidence. 

The chairman was a good extem- 
poraneous speaker and he could see 
the intrinsic value of winter outdoor 
play from every angle; business, 
health, civic, recreation. He spoke 
from his heart about the days when 
he was a youngster . . . the crim- 
son muffler and mittens that grand- 
ma made for him . . the light 
bob-sleds surreptitiously taken from 
the wagon shed . . . the two miles 
of mad speed down the village hill 
or city street with a load of scream- 
ing kids . . the quips and jests 
exchanged while the boys were tug- 
ging the bob-sleds back to the top of 
the hill . . the shrill, care-free 
laughter of the girls . . . the full 
moon smiling upon the sparkling 
frost crystals on either side of the 
slide. Who has not been there? 


By FRANK E. BRIMMER 


President Cazenovia Winter Sport Club 


And then, having started the 
mass meeting off on the right foot, 
our chairman just happens to spy 
in the gathering a face that imme- 
diately suggests winter sports. It 
belongs to a person who has at- 
tended some of the professional 
winter sport centers. 

Attendance upon ice carnivals, 
world’s champion ski jumping, 
speed and fancy ice skating, skijor- 
ing, ice boating, toboganning, or 
other events—a few or many—qual- 
ifies some member of almost every 
community to become the second 
speaker on the program of our win- 
ter sport mass meeting. Not that 
it is to be the ambition of the em- 
bryonic organization to get into the 
sun of professional winter sports, 
no indeed! But a whiff of big 
league frost conquests does fit into 

the schedule and tone up 
our infant community win- 











The customer was sold, 
the town was on the qui 
vive, something must hap- 
pen. 
And this was-the mass 
meeting. 

Everyone was_ invited 
through the columns of 
the newspapers, by school 
posters, by word of mouth. 
And like most good Amer- 
ican mass meetings the 
program seemed spontane- 
ous, although it had been 
most carefully arranged 
in advance by the inner 
circle of winter sport de- 
votees. 

The village president 
called the meeting to order 
with a few brief remarks 
and appointed a chairman. 

Said chairman is going 
to be a keyman in the pro- 
ceedings; he must come 
from the inner circle of 
those interested in the 
winter welfare of the com- 
munity American 
Legion president 
scout leader 
someone whom everybody 








Winter need not be a profitless 
season for you. If the small town 
of Cazenovia can put over a suc- 
cessful winter sport club, increas- 
ing the business and profits of its 
merchants you and your fellow 
merchants can do it also. This 


article takes you through each step 
of the organization of such a club. 
Read it through and then start to 
lay plans to make this winter one 
of playtime and profit. 





ter sport project. 
Following brief descrip- 
tions of breath-catching 
take-offs from America’s 
most famous ski _ slides 
; the spurt of the 
golden skates speed con- 


test . . . the illumi- 
nated ice palace 

jumping a dozen barrels 
on skates coast- 
ing down greased tobog- 
gan slides .. . win- 


ter carnival parades 
crowning the Ice Queen 

the Mardi Gras of 
Jack Frost, our mass meet- 
ing is ripe for some live, 
martial music. The high 
school orchestra is present 
by good fortune (and the 
good work of someone in 
the know), so coasts along 
the program. 

And then a half dozen 
people are called upon to 
enumerate a few advan- 
tages of outdoor exercise 
in winter-time. No out- 
side talent is required. 
Who will not rise to ex- 
tol the clean fun and rosy 
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cheek to be garnered from a win- 
ter afternoon outdoors? More 
stirring music. Our worthy 
project gathers momentum! 

Now it is time for someone to 
make the motion that the winter 
sport club be organized by the elec- 
tion of officers and appointment of 
committees. There is a quick 
second. 

Here is where the inner circle 
plays its trumps. There is always 
the right person in any community 
for the post of president, treasurer, 
secretary, chairman of the various 
important committees on entertain- 
ment, programs, prizes, by-laws, 
membership, organization, finance, 
coaching, vehicles, winter carnival, 
winter picnic, and so on. This slate 
should have been worked out rather 
carefully beforehand, although lee- 
ways will likely occur here and 
there. No use to operate this part 
of the meeting on a hard-and-fast 
schedule. But the principal officers 
at least should be put over correctly 
for the tasks at hand. 

The new president is acclaimed; 
he takes the chair. 


The Sport Club Is Born 


The winter sport club has been 
born! And the election of other 
officers and heads of committees fol- 
lows smoothly to round out a most 
successful mass meeting. Not the 
least part has been the educational 
advantage of massed enthusiasm, a 
sort of mainspring that will get the 
whole families out into the snow on 
skiis, snowshoes, skates, sleds. 
After they are once outdoors the 
organization has become an adult 
and the taste of winter fun will 
carry the club on through a winter 
of thrills and profit. 

Such a story, in brief, was the 
way winter sports for the whole 
community were inaugurated at 
Cazenovia. 


Electing the Officers 


An immediate outcome of the 
mass meeting and election of officers 
was the organization of weekly 


hikes. There was a leader and his 
or her committee in charge of the 
ski hikers, the snowshoe hikers, and 
the fox and hound hikers, whose 
business in each case was the ar- 
rangement of a suitable itinerary 
and schedule. Also each week there 
was a special campfire committee 
whose duty it was to precede the 
hikers by several hours into some 
favorite glen or cove where hot 
“cup,” coffee, and sandwiches were 
prepared in advance but timed just 
right for the weary hikers. Oh, 


boy! The aroma of an outdoor 
coffee pot streaming up the valley to 
one’s nostrils the tang of 
meat-filled sandwiches munched 

. . the healthful fun of grap- 
pling with Jack Frost’s forces 
and then rewarded by stimulating 


This story tells the 
complete details of 
how to organize a 
winter sport club for 
any community that 
enjoys snow and ice 
conditions. It will 
help you. 


“eats.” It is a joy that must be ex- 
perienced to be fully appreciated. 

It was natural that a large num- 
ber of boys of teen age were not 
so interested in hiking as skating. 
This presented the problem of keep- 
ing a skating rink cleared through- 
out the winter, of supervising a 
regulation speed skating course, 
and of providing prizes for the more 
important events held on holidays 
or week ends. New Year’s, Lin- 
coln’s, and Washington’s Birthday 
and Saturdays were gala days for 
the lads who favored the steel 
blades. 

Up to the organization of the 
winter sport club skating had been 
a sluggish pastime at best, for fre- 
quently good ice was covered with 
snow. And there had been no idea 
of regulation speed skating at all, 
which adds the natural zest of com- 
petition. But the club succeeded in 
keeping a clear rink most of the 
time, trained promising talent to 
get upon its toes literally and de- 
velop into speed experts, and cre- 
ated a real interest in trick, stunt, 
and fancy skating. Rules and reg- 
ulations of the International Skat- 
ing Union, Chicago, were followed 
in laying out the course, classing the 


youngsters according to age, and 
judging. Merchants gladly donated 
merchandise as prizes for the major 
winter skating contests. 

Perhaps supervised coasting was 
one of the greatest accomplishments 
of the club. Streets suitable for 
this were set aside and given police 
protection where under street lights 
the age-old fun went on over frozen 
surfaces that had been properly 
manicured and treated to give max- 
imum speed to steel runners. And 
in a nearby vacant block of lots a 
toboggan slide was maintained, kept 
clear of snow, iced when necessary 


by flooding with water, and super- 


vised. Up to the organization of 
the club there were not more than 
three toboggans in town, but with 
slides established every porch 
seemed to tether one or more of 
these pack-sleds of Canadian Indian 
and French voyageur origin. 


Appeals to All Ages 


Of the great advantages of com- 
munity winter sports of a strictly 
amateur nature, it became evident, 
was their universal appeal to all 
ages and both sexes. Grandma and 
Grandad enjoyed Saturday after- 
noon sleigh rides in straw-filled 
wagon boxes drawn by horses in 
the good old-fashioned way and ac- 
companied by the almost extinct 
sleigh-bell jingle. Father and 
mother suddenly found a renewed 
fondness for sleigh-riding, too, but 
strangely enough their interest 
leaned toward evening rides in the 
moonlight with a rousing party or 
barn dance at the end of the merry 
trail. Also mother and father in 
many instances took to snowshoes 
or skiis; they very frequently were 
present at coasting parties, too, and 
while few of them skated, they were 
faithful patrons of the weekly 
events. Usually the youngsters were 
into almost every form of sport that 
was going on at the moment. It 
was a jolly free-for-all. 


Thrill of a Winter Picnic 


Nowhere was this general enthu- 
siasm displayed than at community 
winter picnics. What say? Never 
heard of a winter picnic! 

Well, then you have a real and 
robust thrill coming. The scenes 
of the winter picnics were favorite 
summer glades, transformed, of 
course, by the lace and embroidery 
of winter; and what fun! 

Perhaps you do not believe that 
old and young would enjoy a winter 
picnic. The first one held at Caze- 
novia brought out 250 people and 

(Continued on page 72) 








Se 
yg 
ie 


payee 


Shoes 
en ae 
Pee TP Wee Oe TN eg ee ae, Tatty 


ae 








HARDWARE AGE for NOVEMBER 13, 1930 


39 





Hew the Popkens Push Wheel Goods 


(Continued from page 35) 


Immediately the Christmas buy- 
ing spirit of Oak Park jumped. 
The reaction was all favorable. 
Not a parent objected; on the 
contrary, a number of parents ex- 
pressed their approval of the plan. 
Most of them who mentioned it 
were delighted to have the cata- 
log sent to their youngsters. 

In numerous cases, no doubt, 
it was the first time the child had 
ever received a piece of mail sent 
in his own name; that not only 
flattered him, but gave him a cata- 
log that his young heart particu- 
larly desired. Seldom does liter- 
ature of any class whatsoever go 
straighter to the bull’s-eye than 
that toy catalog. 

Boys and girls and mothers and 
fathers began coming into the 
store right after Dec. 6, the day 
Mr. Popken laid down his adver- 
tising barrage. Many of these 
visitors, young and old, brought 
the catalog along, or pages torn 
from it. That is how the Popkens 
started their Christmas campaign. 


The Popken store is 28 ft. wide 
and not extremely deep. Display 
room is at a premium. But the 
proprietors make the most of what 
they have. In preparation for last 
Christmas they erected a sort of 
transverse trestle about two-thirds 
of the way back. It had two levels 
for track. 

On the topmost track, 6% ft. 
above the floor, they mounted their 
heaviest toy train consisting of en- 
gine, tender, cattle car, wrecking- 
car with crane, flat car, tank car 
and caboose. The locomotive alone 
sells at $25 and the track is of 
leavy steel. On the track below 
they placed their electric train 
units. 

With the same display assembly 
they showed their accessories, 
with a reserve stock underneath. 
Last season they stocked more 
electric trains than ever, about 
$500 worth, in addition to $200 
worth of accessories. Wind-up 
trains and other spring-motored 
toys were also on display. Start- 


ing with Dec. 14 the Popkens did 
not close their store before 9 each 
night until Christmas. 

Oak Park is as sophisticated as 
any other urban community; per- 
haps for that very reason it is 
educated to “shop in the base- 
ment.” Several large mercantile 
establishments in this Chicago 
suburb have basements full of 
well-displayed merchandise. Now 
the Popken basement was not built 
for such purposes. Its rafters are 
only 7 ft. higher than its floor. 

That fact would discourage 
some dealers. Not so the Popkens. 
In their basement they show juve- 
nile wheel goods and sporting 
goods. The door to the basement, 
unfortunately, is under a stair- 
way to the left and cannot be seen 
immediately by the customer as he 
enters. 

Once inside, however, he is not 
long in seeing the sign that di- 
rects him downward and, if he is 
interested in sporting goods or 
toys, down he goes. Thus the 
Popkens have at least a third more 
room than they would have if they 
yielded to the anti-basement com- 
plex. 





THE modern art of 
forecasting is now so 
far developed that 
there can be no excuse for not 
forecasting the major movements 
of the business and stock market 
cycle, according to Alvan T. Si- 
monds, president, Simonds Steel 
& Saw Co., Fitchburg, Mass. 

Mr. Simonds expressed this 
view in the course of a paper on 
“Maintaining Business on an Even 
Keel,” delivered at the evening 
session of the seventeenth na- 
tional convention of the Society 
of Industrial Engineers in Wash- 
ington on Oct. 15. Mr. Simonds 
declared that the major swings in 
business can be forecost many 
months in advance. Each, it was 
declared, is preceded by from nine 
to eighteen months, by a corre- 
sponding swing in money rates, re- 
versed. Only a great, widespread 
catastrophe, an unusually severe 
political unsettlement and dis- 





Forecasting Business Trends 


Easy Matter, Says Simonds 


turbance, or another great war, 
would upset the regularity of the 
correlation between money rates 
and business conditions, Mr. Si- 
monds said. 

It was declared that business 
men readily recognize that indi- 
vidual credit is limited, but that 
they do not recognize that the sum 
total of credit is also strictly lim- 
ited. Therefore, it was pointed 
out, they do little or nothing to re- 
lieve the strain upon credit and 
very likely condemn those who call 
attention to the danger caused by 
the strain. 

Mr. Simonds made the point 
that the present depression was 
caused by practical business men 
in the face of warnings by so- 
called impractical theorists and 
that the turn-down had come sev- 
eral months before these practical 
business men were aware of it. 

“It constantly astonishes me to 
find so many business executives 


who know nothing of economics 
and believe it is only for the ‘high 
brows,’” said Mr. Simonds. “It 
means greater money loss for the 
practical man at the head of a 
large business to be ignorant of 
sound theory than it does for the 
theorist to lack experience. 

“Nearly every one from the be- 
ginning of the depression has de- 
clared that it first could be miti- 
gated and then turned into revival 
provided every one would increase 
the opportunities for employment 
and earnings. The United States 
Government and many States and 
cities have done this by making 
improvements during the months 
of falling off in business. 

“The Simonds Saw & Steel Co. 
is doing this by spending $1,500,- 
000 for the erection of a new up- 
to-the-minute plant. 

“The psychology of business 
men is strange. Fear is based 
upon ignorance. The business en- 
gineers of the future will know. 
Neither optimism nor pessimism 
will color their intellectual pro- 
cesses. Then business can and 
probably will be maintained upon 
a more even keel.” 
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The Mass. Consumer Does Not Start or 
End a Depression—and Why 


By Saunders Norvell 


ECENTLY I aired my “theories” first in an 
article on the causes of booms and depres- 
sions, and next in an article about how pros- 
perity might be stabilized. These articles 

must have made some impression, because I received a 
large number of letters in regard to them. I speak 
of my “theories” because, of course, there are so many 
factors involved in a national depression and a world- 
wide depression, such as exists at present, that for any 
man to write an article giving his views, at best is only 
theorizing. However, truth has many facets. Truth 
is constantly changing. What is true of one age is not 
true of another age. Life, thought and truth are like 
atoms. They are not fixed. They are composed of 
countless parts, and these parts, in their infinitesimal 
universe, are constantly changing in their relation to 
each other. It is, however, a pleasant relaxation to 
theorize on passing events as we see them. 

It seems to me that the prevailing mass idea of the 
starting point of depressions is when the consumers of 
the country stop buying. When this consumer is re- 
duced to a certain point, then we are in the midst of 
a depression. Then the prevailing idea seems to be 
that when a depression approaches its termination, 
the consumer demand starts, and this demand travels 
from the consumer to the retailer, the retailer to the 
jobber, and the jobber to the manufacturer, and then 
the first thing we know the depression is over and the 
sun of prosperity is again shining brightly. 

Now, in using the word “consumer,” I am referring 
to the everyday buyer in the United States. I mean 
the individual buyer who is purchasing the things that 
he needs or desires, whether they are necessities or 
luxuries. According to my theory of the beginning 
and ending of a panic, this consumer, as defined above, 
has very little to do with it. The theory that I now 
will proceed to outline is that panics start with far- 
sighted men at the head of great organizations, who, 
sizing up general conditions, make up their minds that 
the time has come for a recession. Then these men, 
if at the heads of great banking institutions, put a 
check on credits. If they are manufacturers, they 
quietly reduce their manufacturing operations. They 
quietly stop buying raw materials at prices they con- 
sider too high. They stop expanding. If these wise 
men are in jobbing houses, they decide in reviewing 
the cost of their goods and the general conditions ex- 
isting in the country, that the end of the prosperity 
cycle is at hand, so they also stop or reduce buying, 
and quietly sell all the goods they can, at first disturb- 
ing the market as little as possible, and later, when 
the cat is out of the bag, selling at greatly reduced 
prices, reducing their inventories, cleaning up their 


shelves, and getting ready for the next cycle. Of course, 
possibly ahead of manufacturers or jobbers, dealers in 
securities—in other words, Wall Street—have carefully 
studied the situation. These studious, careful, delib- 
erate, far-sighted men have decided that the prosperity 
cycle is reaching its conclusion. They realize by their 
charts that securities have reached very high levels. 
Therefore, quietly these men start feeding their securi- 
ties to the market that has not yet waked up to the 
situation. Of course, after a while, sometimes after 
a period of several months, the mass of financiers, 
manufacturers, jobbers, and retailers wake up to what 
is happening, and then they all attempt to unload. They 
stop buying. And so we find ourselves in the grip of 
what is called a major depression. 

My theory is that the individual consumer is one of 
the last to know that a depression is coming, and he is 
also one of the last to know when a depression is over. 
How can he know? As long as he has a job and is 
drawing his regular wages, why should he worry? Why 
should he quit: buying? As a matter of fact, he does 
not worry and he does not quit buying until he is out 
of a job or until his wages and working hours have 
actually been reduced. Of course some of my readers 
may refer to agricultural conditions. As a matter of 
fact, the panic started last fall after practically all 
the crops of the country were in. The great drought 
came when the panic was well under way. Naturally, 
the drought helped along unfavorable conditions. The 
point I am attempting to make, however, is not what 
happens during a panic but only what happens in 
starting a panic and what ends a panic. 

As I have remarked before, when stock market sales 
are very large, at prices that are breaking record lows, 
when we read in the papers about the tremendous wave 
of selling, at the same time it must be remembered that 
for every share of stock that is sold, somebody is buy- 
ing. If there is a tremendous wave of selling, there 
is also a tremendous wave of buying. As prices decline, 
naturally we suppose that the selling is more urgent 
than the buying. Urgent selling makes for lower prices. 
Urgent buying makes for higher prices. But in either 
event and either way, there must be a buyer for every 
seller. We hear very little about the far-sighted shrewd 
men who started the selling wave last fall by feeding 
the market their securities at the top prices. These 
men are known as “bears” because they are on the sell- 
ing side, and the operations of these “bears” have been 
very secretive. As a matter of fact, all of the opera- 
tions of these powerful buyers and sellers are kept very 
quiet. Men have made millions of dollars on the “bear” 
side in the recent decline of security values, but how 
much do we hear of these men? 
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After the above general remarks, it is only fair for 
us to conclude that prices not only of securities but 
of commodities of all kinds are at this time just about 
at bottom. Of course they may go a little lower, but 
with copper at 91% cents a pound, when it was 18 cents 
a pound a year ago, with lead at $4.95, with sugar about 
the price of sawdust, with coffee at the lowest level 
in years, with cotton, wheat, corn, hogs, cattle, and 
almost everything that we use in manufacturing or for 
food at record low levels, the situation must have some 
meaning to any thinking person. The other day, at 
a meeting of the Steel Institute, Mr. Farrell, president 
of the Steel Corporation, spoke about this vicious era 
of price cutting. I am advised that steel products to- 
day, even of the largest and best manufacturers, are 
being sold not near cost or at cost, but several dollars 
a ton below cost. Not only are these steel makers 
struggling with a reduced volume of sales, but they are 
up against price cutting that is costing them losses 
even on the smallest sales they are making. Now, while 
this picture on the face of it looks rather black, as a 
matter of fact, according to my theory, it is one of 
the most encouraging signs of the situation. According 
to my theory, as a panic starts by the thoughtful, 
shrewd insiders unloading securities, merchandise and 
commodities at high prices, and the panic travels from 
this class of men down to the mass of consumers, so 
under conditions that exist at present the whole opera- 
tion is reversed. ‘Today there are no doubt shrewd 
buyers of securities who sold out at the top last year, 
and who are now buying back at present prices all 
they sold. We are told that the public are not in the 
market. If the public are not in the market when we 
have sales of several millions of shares a day, who is 
doing the buying? The lamb has been fleeced. He has 
retired to patiently grow more wool. It is only reason- 
able to conclude that men with money or with unim- 
paired credit are picking up the bargains. , What is 
happening in banking circles? Money was never so 
cheap. No man with credit or with securities will have 
any trouble in borrowing money from the banks. In 
other words, the bankers are very free in their offers 
of credit where they know they are safe. I happen 
to know of a large institution that recently went to 
their bank and paid off every dollar they owed. The 
bank remonstrated with them for taking up their notes. 
They were not pleased at losing a good loan. I even 
read in the papers the other day of a banker in a 
western city who committed suicide because his bank 
was so full of money that he could not loan. 

Take goods in the steel line bought by jobbers. Just 
run your eye down the prices. Take Oliver Brothers’ 
table of prices on steel goods for the last twenty years 
(HARDWARE AGE for Oct. 30) and compare present 
prices with the prices in past years. I happen to know 
some jobbers who are of the opinion that present prices 
on nails, wire and other staple steel goods are very low. 
One jobber told me of the profits he had made this 
year in the sale of nails, and his percentage of profit 
on nails was greater than his percentage of profit on 
shelf hardware. He was evidently buying his nails on 
a very advantageous basis. 

So my theory is that the great mass df the con- 
sumers of this country are still in the midst of a major 





depression, but the depression is starting on its last 
phase, because the buyers. of raw materials are begin- 
ning to pick up bargains. Now what will happen? 
Regardless of the condition of crops, regardless of what 
happens in Wall Street, men who know values of raw 
materials, with good credit back of them, will start 
buying raw materials at their present “under cost” 
prices. They will buy quietly. They will not advertise 
their purchases from the housetops. After a while 
some of these dealers in raw materials will find that 
their surplus is not quite so large. They will grow 
weary of the game of selling at less than cost and losing. 
money. They will advance prices, just a little at first. 
Then these advances of one-quarter or one-half a cent a 
pound will stir the interest of some of the slower buy- 
ers. They will wake up and start covering. Manufac- 
turers, finding that raw materials are advancing, will 
gain courage and if their goods have been sold at cost, 
or less, they will advance their prices. Actual neces- 
sity, unfavorable balance sheets, will compel others to 
advance their prices. Then after a while, jobbers being 
quoted higher prices, will start buying. Retailers will 
find that some of the low prices have passed away. 
Every price they ask of “friend salesman” is a little 
higher. So they get busy and start filling their depleted 
stocks. Then we find that raw materials are moving, 
factory wheels start turning to consume the raw ma- 
terials, jobbers start placing orders, retailers start buy- 
ing, unemployment is being reduced, and finally and 
last of all, Mr. Consumer, the family man, wakes up 
some find day and finds that the panic is over. 

Now I am not predicting that these things will occur, 
but I am simply saying that costs of raw materials, by 
all the records at one’s command, certainly seem very, 
very low. No one who has the money can lose very much 
buying some of these raw materials at present prices. 
I will even say that comparing the low prices of securi- 
ties in Wall Street with the low prices of commodities, 
that I would rather risk my money buying commodities 
today than securities. It is an interesting fact that 
probably will go home to a good many of us, that if we 
had invested our money“last year in the merchandise 
of our own businesses, we would not have lost as much 
money as we did in investing in securities in Wall 
Street. 

Therefore, allow me to conclude these brief remarks 
with the statement that, in my opinion, the ultimate 
consumer is the last to know when a panic starts, and 
he is the last to know when a panic is over. The real 
object of the ultimate consumer is to buy the goods at 
high prices that the few wise men have bought at low 
prices, and to sell these goods at low prices when the 
wise men, having sold their supply of high-priced goods, 
are in the market for low-priced securities and mer- 
chandise. Therefore, ultimate consumers like you and 
myself serve our purpose in the scheme of things. 
Right now, in the midst of the general depression, 
great fortunes are being made, just as the Rothschilds 
established their huge fortunes during the Battle of 
Waterloo, when the whole of Europe, financially, eco- 
nomically and industrially, was almost at the last gasp. 
If it were known, the Rothschilds are buying today, 
just as they did when they received advance notice of 
the outcome of the Battle of Waterloo. 
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Builds new building 
when conditions are 
at their worst and 
increases both sales 
volume and _ profit. 






HE mere fact that the 

North Memphis Coal & 

Hardware Company, Mem- 

phis, Tenn., started with a 
14 x 28 frame building and a thou- 
sand dollar hardware stock and 
grew to an outstanding position in 
the hardware trade of that city, in 
the brief space of ten. years, 
means little in itself. Other hard- 
ware concerns have started with 
as little and accomplished like re- 
sults. 

But—when we consider that the 
firm’s location was outside the 
beaten path, in what the average 
merchant would consider a decid- 
edly unpromising field, the state- 
ment takes on a new significance. 

Then—when we learn that in 
the very midst of the present bus- 
iness ‘depression, when others 


were reducing stocks, curtailing 
expenses and reducing sales forces, 
this progressive firm built and 
moved into one of the finest stores 


HARDWARE 


ae 
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This little old coal office 
was the birthplace of the 
fine hardware business 
housed in the building 
pictured above. 


in Memphis, we realize that the 
story of the North Memphis Coal 
& Hardware Co. is something more 
than a mere recital of business 
growth and store remodeling. » 

It is, perhaps, best expressed in 
the remark of a wholesaler, who 
on viewing the new store just 
prior to the firm’s opening June 
30 of this year, said: “Well—it 
takes plenty of guts to build such 
a store in such a location under 
the present business conditions.” 
We agree with the wholesaler, at 
least in the thought expressed. 

It did take courage, judgment, 
energy and plenty of practical op- 
timism. Yet the results already 
confirm the optimism through a 
steadily increasing and profitable 
business. Depressions are but 
opportunities to men like those 
who control the destinies of the 





A full page advertise- 
ment heralded the open- 
ing of the new store. 
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North Memphis Coal & Hardware 
Co. 
Started on a Shoe String 


Ten years ago C. J. Zink and 
C. H. Allen were operating a coal 
business in North Memphis. They 
were selling a fair share of the 
coal used in their district, but felt 
the need of more than one com- 
modity to bear their overhead and 
supply a profit. Their location 
was what most of us would con- 
sider poor. The immediate district 
was sparsely settled with people 
of less than moderate means. Also 
it was some distance from any 
business center. 

Several lines were considered, 
but the choice finally fell on hard- 
ware. If ever intestinal strength 
was shown by business pioneers, 
it was shown by Zink and Allen 
at that time. 

The proposed venture meant 
starting on a new business with 
a decidedly limited capital, in a 
dinky 14 x 28 frame building 
which had served as an office for 
the coal company. It meant mak- 
ing a thousand dollars not only fit 
up that building as a store, but 
also furnished the needed stock. 
It meant bucking a new game, 
with mighty little in the way of 
capital, equipment or hardware 
experience. 

However, the die was cast. The 
old building was fitted up as well 
as the available space and capital 
could be fitted to the methods of 
that time. A small but well se- 
lected stock was installed, and the 
North Memphis Coal Co. added the 
word Hardware to the firm name. 


Went Out After Business and 
Got It 
After installing their initial 
stock of hardware, the North 
Memphis Coal & Hardware Co. 
did not sit back and wait for bus- 
jiness. It went out after business 


and got it. Using the coal cus- 
tomers as a basis, they canvassed 
their clientele for hardware pros- 
pects. They worked up a mailing 


* 


ufacturers’ literature, supple- 
mented with personal advertising 
(Continued on page 45) 


Ss 


"Wa paste eter ese Wop faree be the ot a 
eles Rr er il make a Dh is de 





The new and the old stores of the North Memphis Coal and Hardware Co. are 
eloquent demonstrations of the progress of the firm. 
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MONTHS OF OPPORTUNITY 


BY LLEW S. SOULE 


OVEMBER and December of 
this year are months of op- 
portunity for the live hard- 
ware merchant; months in 
which there is opportunity to make up, 
in part at least, for the lean months 
which have just passed. That oppor- 
tunity lies largely in the coming holiday season and 
the peculiar conditions which pertain to it this year. 

Slow business years are always marked by the 
over-practice of economy. Money is spent only when 
necessity demands; merchandise is kept in service 
longer. Goods which appeal largely to pride, vanity 
and show give way to those which appeal to need, 
utility, service and practical value. 

And yet—when the Christmas season arrives—the 
urge to give is as strong as ever. Lean years do not 
wipe out sentiment nor curb the desires of people 
to bring joy to those they love. In fact, the incen- 
tive to make Christmas a happy holiday is greater 
than during those years when prosperity abounds. 
But, while sentiment and the urge to give are as 
strong as ever, the trend toward economy naturally 
reveals itself in the type of gift which expresses the 
holiday sentiment. 

This year all indications point to a “practical” 
Christmas, one in which 
gifts of utility merchan- 
dise will take precedence 
over so-called luxury 
items; one in which the 
giver will express the 
holiday sentiment in 
that form of value which 
reflects usefulness, long 
service, and good quality 
rather than mere show. 

Instead of gold 
mounted walking sticks 
or diamond scarf pins, 
fathers are in line to re- 
ceive razors, pocket 
knives, kits of tools and 
similar useful as well as 
joy-inspiring gifts. 
Mothers are in line to 
acquire needed and use- 
ful items of kitchen 
equipment, new ranges, 
sets of shining enameled 
or aluminum ware, wash- 
ing machines, electrical 
appliances and dozens of 
similar articles. All 
down the line the mem- 
bers of the average 
American family will 








this year receive Christmas gifts of the type carried in 
the stocks of modern hardware stores. I say “of the type” 
because other merchants also carry utility merchandise, 
and gifts will come largely from the stocks of those 
who best advertise, display and sell their wares. The 
hardware merchant’s opportunity, because of his varied 
stock, is perhaps greater than that of his fellow mer- 
chant, but it must be matched by at least equal effort. 

The coming holiday will not be a “cheap” Christmas 
—and the term cheap in this connection refers to 
quality rather than price. While the Christmas senti- 
ment will reflect itself in useful gifts, it will also re- 
flect itself in gifts of known quality. The givers will 
want those who receive their gifts to have a justified 
pride in them; they know that pride is not stimulated 
by unknown brands of doubtful quality. The mere 
fact that people feel impelled by conditions to give 
useful gifts, influences them to seek goods of known 
quality. 

In view of these circumstances, manufacturers and 
wholesalers can materially-aid retail merchants in se- 
lecting their Christmas stocks. Some manufacturers 
and jobbers are doing so. Small assortments of ac- 
ceptable quality goods can be made up with special 
attention to the gift possibilities of the merchandise. 
Tools, utensils, kitchen wares, cutlery, etc., can be 
packed in Christmas 
boxes, and will have 
great appeal as gifts. 
Attractiveness must 
back up utility or much 
of the gift appeal is lost. 

Toys and wheel goods, 
as well as sporting goods 
items, will always be in 
demand as holiday gifts. 
Their presence in the 
hardware dealer’s holi- 
day displays are neces- 
sary to create’ the 
Christmas atmosphere. 
Remember this — Noth- 
ing but absolute poverty 
ever prevents’ people 
from catering to chil- 
dren on Christmas. 

So, as we see it, the 
stage is set for the kind 
of Christmas that 
abounds in opportunity 
for the hardware trade. 
The results, however, 
will depend upon how 
generally hardware mer- 
chants recognize that 
opportunity and take ad- 
vantage of it. 
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Memphis Firm Capitalizes a Depression 


They made _house-to- 


matter. 
house visits, told of what they had 
for sale, and sold it. 


Naturally they discovered wants 
which their stock could not fill, 
and such items were gradually 
added to the lines carried. By a 
generous use of common sense and 
hard work, they made their limited 
capital and space serve a steadily 
increasing business until in 1929 
they were forced to build addi- 
tional warehouse space and add 
several additions to the _ store 
building. 


Built in Face of Depression 


Soon the business justified 
larger and more modern quarters. 
The stock demanded more room 
and the facilities for better dis- 
play. But—we were in the midst 
of a business depression. Every- 
where business men were re- 
trenching. There was very little 
expansion in retail stores. Again 
Zink and Allen showed the same 
pioneer spirit and keen business 
judgment that had spelled suc- 
cess for them in previous years. 
They decided to invest in a new, 
modern, well equipped building at 
a time when they felt that their 
money would buy the utmost in 
value. 

On May 1, 1930, ground was 
broken for a new brick store build- 
ing 30 x 80. A few months later 
it was completed with modern 
plate glass display windows, the 
newest type of lighting fixtures, 


(Continued from page 43) 


up to date open display fixtures, 
and one of the most complete sub- 
urban hardware stocks in the 
country. They figure that the 
move has not only saved them 
thousands of dollars though build- 
ing at a time when labor and ma- 
terials were low, but has put them 
in a position to merchandise prof- 
itably during the balance of the 
depression reriod. 


Starts Off with Impressive Opening 


While the building was in the 
process of construction, personal 
letters were sent regularly to a 
preferred mailing list of 1000 cus- 
tomers and prospects, advising 
them of the progress of the build- 
ing. Then on June 15 plans for 
the store opening were sent out 
followed up by invitations, with 
which were inclosed lists of spe- 
cial bargains offered for the open- 
ing week beginning June 286. 

Cooperating with builders, ma- 
terial dealers and wholesalers, a 
page spread was used in the Mem- 
phis newspapers, announcing the 
opening, and through the help of 
these partners in the enterprise, 
considerable free front page pub- 
licity was secured. As a result 
the store was thronged with peo- 
ple when the opening day arrived. 

Once inside special demonstra- 
tions kept up the interest, while 
buying and payment of accounts 
were stimulated by the giving of 
special awards on the Saturday 
night which closed the opening 





include check with order. 


by express F.0.B. New York. 





CHRISTMAS PRICE TICKETS AND POSTERETTES 


The posterettes shown in illustration D measure 5% by 3% and 4 by 3% 
inches, are printed in three Christmas colors, gummed ready for use, may 
be ordered through the HARDWARE AGE at $1.50 a hundred. 
shown in illustration C are $1 a hundred. Give number of design and 
quantity when ordering. On account of the small amount involved please 


Price tickets 


SANTA CLAUS CUTOUTS 


The Santa C!aus Cutouts reproduced on the opposite page are 60 inches 
high, 30 inches wide and finished in eight colors on newsboard % inch thick. 
They are fitted with an easel to hold them in an upright position. 
ordered through the HARDWARE AGE at $5.50 each, two for $10. Shipped 


May be 








week. At that time the store was 
filled to overflowing, making it 
necessary to hold the award ser- 
vices on the outside. 


Results Justify the Means 


To date the results secured by 
the North Memphis Coal & Hard- 
ware Co. have amply justified the 
expenditures. Business has shown 
a decided regular increase. Sales 
and profits are both ahead of those 
of the previous year; the trade ter- 
ritory has increased, and there is a 
noticeable growth of sales to 
women customers. 

Zink and Alien are more than 
satisfied. They feel that their own 
forward move in the face of un- 
favorable business conditions has 
had a beneficial effect on the 
trade they serve. ‘“‘You must show 
your own faith before you can ex- 
pect others to be optimistic” is 
their opinion, based on actual re- 
sults. 

To quote this enterprising firm: 
“If Jones would go ahead now and 
buy that car he wants and can pay 
for it; if Smith would build now 
the new home he is planning; if 
White would make the needed re- 
pairs on his property; if Henry 
Brown would build and equip the 
store he needs, or remodel the one 
he has and fill it with the gonds 
his customers can use to advan- 
tage; if we would all work as we 
should, sell as we should, and 
spend as we should, depression 
would soon be but a memory re- 
placed by substantial prosperity.” 
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Increased Business 


Paid for His 


NCREASED business during 
_’ the first two years in the re- 
‘modeled and, modernized 
“- store of the Juni, Hardware 
Company, Jordan, Minn., about 30 
miles from’ Minneapolis, more than 
paid for the entiré.expense. This 
statement by:, Ed..Juni was accom- 
panied by a. confidence that. the 
change has proved to be a real in- 
vestment, rather than an expense, 
both from the standpoint of added 
patronage and the pleasure they 
themselves have gained from oper- 
ating a ¢lean, well-lighted store. 
About 'two years ago the de- 
cision was made to equip the store 
with the most modern fixtures and 
make it one of the finest. stores in 
the State.. The plan carried out 
reSulted in pleasing not’ only 
themselves but their customers as 
well.,; g any doubt of the.wisdom 
of this “expensive” remodeling 
was expressed before the work 
was completed, that doubt has 
been dispelled. 
The main. stere space is ba ft. 





Remodeling 


Juni Hardware Co., Jordan, 
Minn. (population 1100), has 


“ one of the finest hardware 


stores in the State. Added 
patronage has paid for it in 
two years. Here is the story. 


wide by: 97 ft. long, and the store 
is exceptionally well lighted by the 
large show windows in front and 
additional windows at the rear. 
Double doors at the rear of the 


- store give access to the warehouse 
- into which the company’s truck is 
‘ run to. facilitate loading and un- 


loading of merchandise. Regard- 


: less of weather conditions, mer- 
‘ chandise is always protected from 
the. elements, 


as their delivery 
truck is of the latest type, with 
inclosed body. 

A two-story brick warehouse, 
connected with the store, extends 
to the back of the lot, which is 150 
ft. deep. Thus all of their stock is 


. available under practically one 
: roof. 


Looking forward toward 
the new front in the 
Juni store, and showing 
the tool section, and 
one of the main display 
tables. Note that the 
samples are all in place 
on the display doors. 
The center display space 
is featuring seasonal 
merchandise, with larger 
merchandise ranged 
around the base. 


ED. B. JUNI, president of the 
Juni Hardware Co., Jordan, 
Minnesota 


But it is with the store proper 
that we wish to concern ourselves. 
Here wide aisles and clean floors 
invite the customer to explore the 
display of merchandise, to inspect 
the multiplicity of ‘items, and to 
read the prices which are in plain 
figures on or near every article. 
Every item-in the store is within 
reach of a customer or salesman, 
without the use of even a short 
stepladder. A glance at the views 
of the store reveals the absence 
of store ladders. There are no 
counters, with the exception of the 
short one used for the scales and 
wrapping purposes. The custom- 
er is free to examine any article, 
without having to wait for the 
salesman to hand it down from 
some high shelf, or over a counter. 

All of the display tables in the 
center of the store are of such 
width that no item is out of reach 
of the customer. Only the finer 
cutlery is kept behind or under 
glass. On these tables merchan- 
dise is classified according to its 
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use. Thus, electrical appliances 
are in one place, oven glassware 
near them, and other kitchen uten- 
sils handily displayed in a neigh- 
boring compartment. 

Again, the freedom from dust 
and disarrangement of the mer- 
chandise on display bears empha- 
sis. The women customers (and 
they are numerous) find it real 
pleasure to closely inspect the ar- 
ticles, whether they are the sim- 
plest kitchen utensil or the finest 
piece of electrical goods, for they 
find them all as clean as in their 
own homes. 

Their men customers find just 
as great pleasure in the display of 
tools, ranged nearly half the en- 
tire length of the store, in clean, 
fresh-painted, modern fixtures. 
And the “fresh-painted” is a term 
used without exaggeration, for 
when any one section of the dis- 
play shows the need of another 
coat of paint, it is attended to 
without delay. Dull and dingy fix- 
tures detract from the effective- 
ness of the merchandise plan the 
Juni boys have subscribed to, and 
putting off repainting, or delaying 
cleaning and dusting is not a part 
of the plan. 

Nor are there blank spaces on 
the displays where samples have 
been removed and sold. When it 
becomes necessary to remove a 
sample, another item takes it place 
at once, and with the arrival of 
new stock the original article is 


The larger articles of stock, and the 
wrapping counter are near the rear 
of the Juni store 





Front of the Juni Hardware store, 
before the store was remodeled 


Below: Two large center display fix- 
tures in the Juni store give room for 
a surprising number of lines 


replaced. - No “yawning spaces” 
confront the customer, only door 
after door of tempting tools for 
the carpenter, the mason, the elec- 


.tpician. | . 


‘| Heavier litems in the tool stock 
are displayed in the trays which 
surmount the base of the fixtures. 
These trays have movable divid- 
ers, so that articles of variable 
sizes may be displayed to the best 
advantage. A device for holding 
the price cards back of each com- 
partment is placed over the trays. 

Toward the rear of the store, 
back of the tool section, the cans 
of paint are marshalled in neat 
array on the shelves. Care is given 
at all times to the “facing” of the 
display, so that this section is in 
harmony with the rest of the store. 
This stock shows the effect of 
careful merchandising, for the 
labels are clean and fresh, indi- 
cating: 4 frequent turnover. 

This part of the store is as light 
as the front, for in addition to 
windows at the side, three sky- 
lights flood the room. © Artificial 
light is provided when necessary 
by. modern electrical fixtures, 
placed at frequent intervals the 
length of the store. 

“The effectiveness of moderniz- 
ing a store,” said Mr. Juni, “de- 
pends to a great degree on how 
well the display is kept in order, 
and clean. The finest fixtures in 
the world are useless if dust and 
dirt are allowed to accumulate, 

(Continued on page 75) 
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—=_IN the WEEK’S MAIL = 


They’re Riding Roughshod 


NASHVILLE, TENN.—We think one 
of the best pieces that has appearea 
in your paper recently was in an Au- 
gust issue, written by Llew S. Soule. 

We wish there were more people to 
take up the fight against utilities as 
they must be curbed, and we agree 
with Mr. Soule that it can only be 
done by adequate legislation. They 
are running roughshod over the coun- 
try and are arrogant and ruthless. 

We sincerely hope that you will 
find a hearty response to your efforts 
in directing the people’s attention to 
the utilities and their tactics. 

D. W. BINNS, President, 
Phillips & Buttorff Mfg. Co. 


Facing Same Situation in 
Mobile 


Mositeé, ALA.—With reference to 
your editorial in the Sept. 11 
issue of HARDWARE AGE, we would 
like to know if this matter has ever 
been taken up with the Federal Trade 
Commission. There is no doubt but 
what this policy of the utility com- 
panies is unfair trade practice and we 
believe that the government might 
take a hand in the matter. 

We are facing the same situation 
here in Mobile with the utility com- 
panies; therefore we are vitally inter- 
ested in this question. 

JAS. H. BRADFORD, Secretary, 
H. M. Price Hardware Co., Inc. 


Their Arrogance Amazing 


WHEELING, W. VAa.—Allow me to 
again voice a word of appreciation 
to you and your magazine for your 
tackling of live problems. I thor- 
oughly agree with you that in the 
ever expanding tendency of the utili- 
ties to invade the merchandise field 
there is a real menace to estab- 
lished and economical distribution. It 
is indulged in at times with an 
arrogance that is amazing. 

While I have no figures at hand to 
support me, yet I am of the opinion 
that some of the largest users of 
current and power are department 
stores, large retail establishments and 
the merchant trade in general, so that 
while they find on one hand their 
business being unfairly taken away 


from them, they yet help to line the 
coffers of the utilities group by con- 
suming a considerable quantity of 
their current at standard, regulated 
prices that guarantees almost to the 
utility groups a return on their in- 
vestment. 

This question has been agitated for 
a number of years back in mild form 
and all the honeyed words of all their 
public spokesmen doesn’t get away 
from the fact that they continue on 
their well charted course of going 
after business. I am told that on 
certain items they are now serving 
in the role of a distributor putting 
out such items as electric bulbs to 
other merchants so that they are not 
content alone with taking the jobber’s 
and retailer’s business away by going 
directly to the consumer in some cases 
but that they are taking the jobber’s 
business away direct by this latest 
method. 

All the while I assume they enioy 
the protection at the hands of the 
Public Service Commissions in the 
various States that give them the 
right of appeal whenever in their 
supreme wisdom or in their rapacity 
they feel like securing an‘advance in 
gas, electric current or water rates. 
More power to you. 

W. F. KENNEDY, President. 
Ott-Heiske!! Co. 


Who’s to Blame for Failures? 


J.—For the onast 


HARRISON, N. 
twenty-five years I have tried to 
analyze a great many failures, and 
have come to the conclusion that the 
jobber is at fault in many cases. 

The last failure I took particular 
notice of was a man who had abso- 
lutely no idea of the retail business. 
He was a mechanic. There were 
three similar stores within one block. 

Did the jobbers take into consid- 
eration the chances this party had 
for success? No. All they did was 
to give him all the merchandise he 
wanted. For a long time he sold 
goods below cost, yet salesman after 
salesman continued to sell him. What 
happened then? After he had plenty 
of merchandise the jobbers took 27 
cents on the dollar, thereby giving 
this party a big advantage over his 
competitors, enabling him to sell 
goods below cost for several years 
and still make money on them. What 
became of the big surplus of mer- 


chandise he bought? What became 
of the money he took in? My way 
of thinking is the merchandise be- 
longs to the seller until it is paid for. 
Yet in this instance the jobbers really 
put obstacles in the honest retailer’s 
path by enabling this party to under- 
sell them. Why take 27 cents on the 
dollar? In justice to all, this store 
should have been closed up, even if 
the jobbers did not get one cent. By 
no means do I say all failures are 
like this one. When an honest fail- 
ure occurs, the party should be helped 
in all ways possible. ¢ 

Other failures are caused by taking 
the capital out of the business and 
putting it into speculation channels, 
such as property, stocks, etc. Most 
losses to jobbers are simply greed 
for business and their worst enemy 
is long ferms. I should think when 
credit is asked in opening a new 
store (unless the party has estab- 
lished credit) cash should be paid for 
all merchandise for at least one year. 
Why should the jobber be foolish 
enough to gamble on the success of a 
new store on a credit basis? Save 
your credit man these headaches. 
Something can be done and should be 
done. As a rule, when a failure oc- 
curs, the credit heads get together in 
some office. Why not in the cashier’s 
store and get the low down? Full 
credit reports should be got at least 
twice a year on all merchants who 
do not discount. 

Summing up the whole situation, I 
have noticed three times out of four 
it’s the jobber’s fault when large 
amounts of money are lost through 
failures. Banks don’t give out their 
merchandise like jobbers do, so if a 
merchant can’t borrow from his bank 
to discount his bills, then he is not 
entitled to borrow merchandise from 
the jobber, unless he covers same with 
a trade acceptance or note. I know 
too many merchants who are doing 
much speculation with the other fel- 
low’s money, and I really don’t blame 
them as long as merchandise credit is 
cheap. ABE WALLACH. 


This Was Easily Arranged 


AUSTIN, TEXAS.—Would like to get 
HARDWARE AGE every week. Think 
it the best hardware magazine 


printed. 
Eerta HALL MERRILL, 
John C. Ross Hardware Co. 
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MARKETING SERVICE DIV. 
ASSISTS INDIVIDUALS 


(From Our Washington 
Bureau ) 


The recently formed Market- 
ing Service Division of the Bu- 
reau of Foreign and Domestic 
Commerce is designed to pro- 
vide practical assistance to in- 
dividuals on specific marketing 
problems and to keep the pub- 
lic informed as to research find- 
ings in the domestic distribu- 
tion field, it is pointed out in 
Domestic Commerce. It con- 
sists of the Business Research, 
Marketing Publications and 
Trade Association sections. 

The Business Research sec- 
tion engages in research on par- 
ticular merchandising problems 
in response to individual inqui- 
ries, and acts as a clearing 
house for domestic trade infor- 
mation. In order to provide 


these services it endeavors ‘to 


mobilize data on marketing 
available from all known 
sources. 

The Marketing Publications 


section plans and executes pro- 
motional policies incident to the 
distribution of all Bureau pub- 
lications on domestic merchan- 
dising problems, including 
preparation of news _ releases, 
articles for trade journals, and 
radio and public addresses. The 
Small Business Unit is as- 
signed to the Marketing Publi- 
cations section for administra- 
tive purposes. Its work is the 
adaptation of approved  solu- 
tions for merchandising prob- 
lems to the needs of the gen- 


erally unorganized proprietors 
of small businesses. 
The Trade Association sec- 


tion devotes special attention to 
the problems of trade associa- 
tion executives, supplementing 
without duplicating the work of 
existing official and private 
agencies. It cooperates with 
the district offices and commod- 
ity and technical divisions of 
the Bureau in furnishing ap- 
propriate convention speakers, 
material, and exhibits to dem- 
onstrate the Bureau’s work in 
the domestic merchandising 





field. It is charged also with 
the preparation of the annual 
publications of the Division. 


FRANK J. COAKLEY DIES; 
SAMSON CORDAGE WORKS 


The sad 
news _ has 
just reached 
us of the 
death of 
Frank Jj. 
Coakley, sec- 
retary, Sam- 
son Cordage 
Works, Bos- 
ton. To Mr. 
Coakley’s 
thousands of friends in the 
hardware industry the news of 
his passing will come as a dis- 
tinct shock, bringing with it a 
burden of sincere sorrow. 

For many years Frank J. 
Ccakley has been a well known 
and much beloved figure in 
hardware circles. Only a few 
short weeks ago he mingled 
with many of those friends at 
the Atlantic City convention of 
manufacturers and jobbers. 





F. J. COAKLEY 


Mr. Coakley was also a mem- 
ber of the Old Guard Southern 
Hardware Salesmen’s Associa- 
tion, having spent many years 
furthering the interests of his 
firm below the Mason = and 
Dixon line. 


WESTERN ASSOCIATION 
COMPLETES PROGRAM 


Announcement is made by the 
directors of the Western Retail 
Implement and Hardware As- 
sociation that the program for 
the 42nd annual convention, to 
be held in Kansas City, Jan. 20, 
21, 22, 1931, is complete. They 
take pride in being able to pre- 
sent so fine an array of talent. 
Dr. F. D. Farrell, president of 
the Kansas State Agricultural 
College, Manhattan, Kan., will 
address the convention on the 
first day on the subject “The 
Sweet Uses of Adversity”; FI- 
len Newman, Valley Falls, 
Kan., will speak at the evening 
session on “The Implement 
Dealer’s Opportunity for Ser- 
vice’; Llew S. Soule will be 


the headliner for the hardware 
session on the second day and 
will probably talk about chain 
stores and. the independent 
dealer. W. J. Bailey, governor 
of the Federal Reserve Bank of 
the Kansas City district, will 
address the convention on the 
third day. 

Such an exceptional program 
is calculated to draw an un- 
usually large attendance, accord- 
ing to H. J. Hodge, secretary 
of the Association. 


BUREAU REPORTS 10.9% 
TOY AND CHILDREN’S 
VEHICLE INCREASE 


The Bureau of Census an- 
nounces that, according to a 
preliminary tabulation of the 


data collected in the census of 
manufactures taken in 1930, the 
total of children’s car- 
riages sleds, toys, 
games, and playground equip- 
ment, shipped or delivered in 
1929 by establishments engaged 
primarily in the manufacture of 
these commodities, amounted to 
$86,517,840, an increase of 10.9 
per cent as compared with $78,- 
001,948 reported for 1927, the 
last preceding census year. 

In addition children’s wheel 
goods, toys and games valued at 
$6,153,200 were made. asy sec- 
ondary products by establish- 
ments engaged primarily in 
other lines of manufacture. 
The addition of these figures 
to those representing the ship- 
ments or deliveries by estab- 
lishments classified in the in- 
dustry gives a total of $92,671,- 
040 for 1929. This total is 
made up as follows: Baby car- 
riages, $5,746,361; gocarts, 
strollers and sulkies, $3,156,038 ; 
doll carriages and doll carts, 
$2,765,033; velocipedes and tri- 
cycles, $4,279,990; children’s 
automobiles and wagons, $4,- 
669,957; miscellaneous wheel 
goods and_= sleds, $4,847,031; 
dolls, doll parts, and doll 
clothes, $16,201,429; toy trains 
and other mechanical toys, $7,- 
746,034; other metal toys, $12,- 
204,330; wooden toys, $6,568,- 
922; play furniture, $3,111,234; 
playground equipment, $3,413,- 
508 and miscellaneous toys and 


games, $17,964,173. 
49 
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MANSON IS MANAGER 
H. L. BROWN FENCE 


E. L. Manson recently became 
manager of the H. L. Brown 
Fence & Mfg. 
Co., Cincinnati, 
Ohio, — succeed- 
ing A. A. Boh- 
lander. Mr. 
Manson_ has 
been actively 
engaged in the 
fence industry 
for seventeen 
years and is 
well known in trade circles. 
He attended the recent Atlan- 
tic City convention, at which 
time this picture was taken. 


E. L. MANSON 


VAN B. HOOPER HEADS 
GENERAL GRINDER CORP. 


Van B. Hooper has_ been 
named as president of the re- 
cently organized General Grind- 
er Corp., Milwaukee, Wis. Mr. 
Hooper was formerly general 
sales manager for the Master 
Lock Co., Milwaukee. 

Charles G. Crabb, vice-presi- 
dent in charge of sales, was for- 
merly export manager for the 
Master Lock Co. Louis V. 
Shaw, formerly with the Luther 
Grinder Mfg. Co., Milwaukee, 
is secretary-treasurer of the 
company. He will be in charge 
of production. 

General Grinder Corp. will 
manufacture a complete line of 
hand tool grinders, power and 
electric grinders, bench  vises 
and similar products. A unique 
feature of the new corporation 
is the cooperative ownership 
plan, in which every man in 
the organization will participate 
in the profits of the company as 
stockholder. 


R. S. MITCHELL PASSES 


R. S. Mitchell, R. S. Mit- 
chell, Ltd., Sheffield, England, 
died recently. He was a pio- 
neer safety razor blade manu- 
facturer in that district. Mr. 
Mitchell’s death, which is 
keenly felt by associates in 
England and America, will not 
affect the continuance of the 
manufacture of razor blades in 
his plant. 
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BUREAU REPORTS 23.7% 
SPORTS GOODS INCREASE 


According to preliminary fig- 
ures of the Bureau of Census 
the value of production of sport- 
ing and athletic goods in 1929 
amounted to $48,900,483. This 
is an increase of 23.7 per cent 
as compared with $39,516,476 
reported for 1927. In 1929, 210 
establishments reported on the 
manufacture of sporting and 
athletic goods, as against 188 
reporting in 1927. Firearms 
and ammunition are not in- 
cluded in the report as a sepa- 
rate report is made on those 
products. 

Included in the figures are 
the following totals: golf goods, 
$17,908,753; tennis goods, $4,- 
690,754; baseball goods, $5,- 
793,632; football, basket ball, 
boxing and similag goods, $3,- 


898,226; fishing apparatus, $8,- 
572,607; skates, $4,873,961; 
gymnasium goods, $1,054,781, 


and miscellaneous sporting and 
athletic goods, $2,107,769. Be- 
sides the above-mentioned fig- 
ures there are a number of 
manufacturers making sporting 
and athletic goods, as secondary 
products, not including firearms 
and ammunition, produced in 
1927, $2,713,092, an amount 
equal to six per cent of the total 
value of this class of commodi- 
ties made within the industry. 
The corresponding value for 
1929 has not yet been ascer- 
tained but will be given in the 
final report of the present cen- 
sus. 

Twenty-one manufacturing 
establishments reported an in- 
crease of 5.2 per cent in pro- 
duction of firearms in 1929. 
The amount of production was 
$17,352,916, as against $16,499,- 
157 reported for 1927 by 20 
manufacturers. Production in 
1929 was made up as follows: 
pistols and revolvers, 224,768, 
value, $2,974,994; rifles, 457,676, 
value, $4,572,123; shotguns, 
573,306, value, $8,625,744; ac- 
cessories and parts, $1,180,055. 





PAUL MAYFIELD RETURNS 
FROM WORLD WIDE TRIP 


After a seven-month absence 
Paul Mayfield, representative of 
the Cellulose Products Depart- 
ment, Hercules Powder Co., has 
returned to Wilmington, Del., 
following a world-girdling trip, 
the main object of which was 
to look after Hercules interests 
in New Zealand and Australia. 
Mr. Mayfield represented the 
naval stores and cellulose prod- 
ucts departments in the inter- 
ests of Hercules export busi- 
ness in the Antipodes. He re- 


ports that Australia is suffering 
a business depression similar to 





that in this country, but that the 
western continent holds wide 
possibilities. 

He returned by way of Cey- 
lon and Bombay and flew from 
Marseilles to Paris, thence to 
London. Mr. Mayfield also vis- 
ited Hercules’ distributors in 
Holland and Germany. During 
recent years an _ increasingly 
larger proportion of business 
has been done by Hercules 
Powder Co. in foreign lands. 


FRANCIS JESTER DIES 


Francis J. Jester, 45, assistant 
secretary, United States Steel 
Corp., Pittsburgh, Pa., and a 
number of its subsidiaries, died 
Nov. 5 of heart failure at his 
home in Leonia, N. J. He is 


survived by his widow, his 
mother, two sons and one 
daughter. 


J. €. NEEMES MANAGES 
SARGENT & CO. BRANCH 


J. C. Neemes was appointed 
Nov. 1 as manager of the Chi- 
cago, Ill., branch of Sargent & 
Co., New Haven, Conn., suc- 
ceeding E. S. Naylor, who has 
resigned. Mr. Neemes has been 
with Sargent & Co. during the 
past twenty-four years. For 
the last twelve years he cov- 
ered the trade in Minnesota, 
Iowa, North and South Dakota 
and part of Wisconsin, with 
headquarters in Minneapolis, 
Minn. 

Clarence P. Schulz has been 
placed in charge of the terri- 
tory recently covered by Mr. 
Neemes, with headquarters in 
Duluth, Minn. On Oct. 1 he 
resigned as buyer of the build- 
ers’ hardware department of the 
Kelley-How-Thomson Co., Du- 
luth, Minn. The territory com- 
ing under the jurisdiction of the 
Chicago branch has been in- 
creased by the addition of the 
territory formerly covered by 
Mr. Neemes. 


TREASURY AND P. 0O. 
PLANNING CONSTRUCTION 


(From Our Washington 
Bureau ) 


The Treasury and Post Of- 
fice Departments are making 
vigorous efforts to expedite 
public building construction 
throughout the country. Since 
the first of the present year, 66 
building projects have been 
placed under contract and 21 
buildings have been completed 
in the country at large. Plans 
are being rushed for $163,000,- 
000 worth of additional con- 
struction and it is estimated 
that a total of $75,000,000 will 





be spent throughout the coun- 
try in the current fiscal year as 
compared with a total of $65,- 
000,000 during all the three pre- 
ceding years. The amount to 
be spent this year will be in- 
creased in subsequent years un- 
der authorizations already 
made. 





ibe 





Edward Blake, general man- 


ager, Trimont Mfg. Co., 
Boston, Mass., whose ap- 
pointment was announced in 
the October 16 issue of 
Hardware Age on page 49. 





ALBERT GRAHAM DIES 


Albert Graham died at his 
home in Pittsburgh, Pa., on 
Oct. 28. He was born in Al- 
legheny County, Pa., on March 
17, 1848, and at the time of his 
death was the oldest bolt and 
nut manufacturer in the United 
States. He began his business 
career as an employee of the 
old Eagle Rolling Mill, West 
End, Pittsburgh, and became 
connected with the bolt and nut 
industry in 1881 with the firm 
of William Charles & Co. At 
the death of William Charles 
twelve years later he secured 
an interest in the company, op- 
erating under the firm name of 
John Charles & Co. He suc- 
ceeded the Charles interests in 
1895, continuing under the old 
name until 1902, when the com- 
pany was incorporated as the 
Graham Nut Co., and continued 
as such during the period of 


his activity in the business 
world. Mr. Graham retired 
from active business in 1922. 


Up to the time of his death 
he was vice-president and di- 
rector of the West End Savings 
Bank & Trust Co., also a direc- 
tor of the First National Bank 
of Crafton, and until recently 
was president of the Crafton & 
Ingram Building & Loan Asso- 
ciation. 





TWIST MANAGES SALES 
FOR METAL SPECIALTIES 


The Metal Specialties Mfg. 
Co., 338 N: Kedzie Ave., Chi- 
cago, Ill., has appointed S. H. 
Twist as sales manager. He 
played an important part in put- 
ting across motion picture serial 
stories and animated cartoons 
as director of sales and adver- 
tising for the Selig Polyscope 
Co. Later he put into effect the 
original selling plan of the 
Smith Form-a-Truck Co. Dur- 
ing the war Mr. Twist served 
as a captain in the A. P. L. 
Division of the Department of 
Justice, acting as assistant to 
the president of the Rothacker 
Film Mfg. Co., which handled 
much of the Government war 
film work. 

After the war Mr. Twist be- 
came advertising manager and 
later assistant general sales 
manager of Ditto, Inc., mak- 
ers of the Ditto duplicating ma- 
chine. Early in 1924 he re- 
signed to establish the Office 
Equipment Catalog, a publica- 
tion. During the next two years 
he was engaged in organization 
and sales promotional work for 
the Gilman Fanfold Corp., Ltd., 
Niagara Falls. He then joined 
Bell & Howell Co., Chicago, 
Ill., makers of films, motion pic- 
ture cameras, projectors and 
equipment in a similar position. 
With this experience he is con- 
tinuing his work with the Metal 
Specialties Mfg. Co., in con- 
junction with L. W. Golder, 
treasurer and general manager, 
on a program of expansion. 





EDISON G. E. BUYS 
W. J. LOTH STOVE CO. 


The Edison General Electric 
Appliance Co., Chicago, IIl., 
manufacturers of Hotpoint ap- 
pliances and ranges, has pur- 
chased the W. J. Loth Stove 
Co., Waynesboro, Va. By this 
purchase a manufacturing point 
close to eastern and southern 
markets is provided, just as the 
plants in Chicago, IIl., and On- 
tario, Cal., supply the Middle 
and Far West markets. A grad- 
ual but immediate expansion of 
the Loth plant will eventually 
provide facilities for the mak- 
ing of Hotpoint electrical 
household and kitchen appli- 
ances, as well as electric ranges. 

For the present manufacture 
of the Loth stove will be con- 
tinued. It is a line well known 
in the South, having been made 
there since 1890. Capt. Rich- 
ard H. Clemmer, general man- 
ager of the Loth organization, 
will remain with the company 
as general manager of the 
Waynesboro plant. 
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SEATTLE POT & KETTLE 
CLUB HOLDS MEETING 


The first fall meeting of the 
Seattle Pot & Kettle Club was 
attended by 25 members. At 
the next meeting “Bud” Schus- 
ter, Seattle Hardware Co. ra- 
dio man, spoke on _ intelligent 
salesmanship. Visitors told 
some interesting stories to the 
club. Several new members 
were added. At a more recent 
meeting Clarence Shaw, man- 
ager of the Federal Reserve 
Bank, and George M. Varnell 
were the guest speakers. 

Recently the San Francisco 
unit held a banquet, with the 
Kettle team, as guests of the 
Pot team, losers of the atten- 
dance contest last spring. Thirty- 
five members were entertained 
at the banquet, held in the Ital- 
ian Room, Whitcomb Hotel. 
F. B. Pearson and Walter 
Stones, heads respectively of the 
winning and defeated teams, 
were hosts at the banquet. 





WILLIAM PIEZ DIES 


William Piez, European cor- 
respondent, Link-Belt Co., Chi- 
cago, Ill, and brother of 
Charles Piez, chairman of the 
board of that company, died at 
Brussels, Belgium. Mr. Piez, 
who was born in Newark, N. J., 
in 1878, died Nov. 2 as a re- 
sult of a week’s illness from 
pneumonia. Previous to his 
association with the Link-Belt 
Co., he was district manager 
of the Concrete Steel Co., Chi- 
cago, Ill. Since 1928 he resided 
in Paris, France. 





GEORGE CLARK HEADS 
MANGRUM-HOLBROOK CO. 


George D. Clark has been 
elected by the board of direc- 
tors of Mangrum-Holbrook Co., 
1235 Mission St., San Francis- 
co, Cal., to succeed the late A. 
S. Mangrum as president of the 
company. John A. Peterson is 
now vice-president and general 
manager. Mr. Clark has served 
as vice-president for a number 
of years, and Mr. Peterson has 
been associated with the com- 
pany for a number of years, 
being sales manager for the'past 
several years. 

The various departments con- 
tinue under the same _ heads. 
These executives are: Harold 
Stelling, credit manager ; George 
S. More, purchasing agent; 
William Meyers, stove depart- 
ment; William J. Kelly, tile de- 
partment; Ralph D. Campbell, 
mechanical department; A. S. 
Peirson, fireplace accessories de- 
partment ; E. W. Morgan, crock- 
ery and glassware department, 
and Joseph Mahoney, transpor- 
tation manager. Mrs. L. H. 











Rossow, formerly secretary to 
Mr. Mangrum, remains in a 
similar position. 





W. W. HOLLOWAY HEADS 
WHEELING STEEL CORP. 


William W. Holloway, since 
1923 president of the Wheeling 
Corrugating Co. Wheeling, 
W. Va., has been elected presi- 
dent of the Wheeling Steel 
Corp., Wheeling, succeeding 
Isaac M. Scott, who resigned 





W. W. HOLLOWAY 


recently. Mr. Holloway, who 
was born in Wheeling in 1886, 
is a son of the late James J. 
Holloway, a pioneer in the iron 
and steel industry in the Ohio 
Valley. He has spent his en- 
tire business career with the 
Wheeling company and prede- 
cessors or subsidiaries, with the 
exception of two years in the 
Ordnance Department of the 
United States Army during the 
World War. 

In 1915 he became general 
manager of the corrugating 
company and following year as- 
sistant to the president of the 
Whitaker-Glessner Co., Ports- 
mouth, Ohio, where he served 
until the war period. In 1919, 
he returned to Wheeling as gen- 
eral manager of the corrugat- 
ing company, and in 1921 was 
made vice-president. He was 
made president of the Whit- 
aker-Glessner Co., Portsmouth, 
Ohio, in 1922, which was then, 
operated as a subsidiary of the 
Wheeling Steel Corp., but the 
following year he returned to 
the corrugating company as 
president. Mr. Holloway has 
served as a director of the par- 
ent company for a number of 
years. 























WAHLGREN, SALES MGR., 
N. Y. BELTING & PACKING 

John A. Wahlgren, who has 
been identified with the rubber 
business for the past twelve 
years, has been appointed gen- | 
eral sales manager of the New | 
York Belting & Packing Co., 
New York City. 














BUREAU REPORTS ON 
BRUSH PRODUCTION 
(From Our Washington 

Bureau) 

Paint and varnish brushes, 
including artists’ brushes, were 
produced to the value of $16,- 
440,305 in 1929 as against $17,- 
451,786 in 1927, according to 
the Bureau of the Census. The 
value of household brushes rose 
to $6,910,410 from $6,330,427, 
while the output of industrial 
brushes decreased to a value of 
$6,536,989 from $7,574,343. 
The value of production of all 
kinds of brushes in 1929 was 
$43,630,872 (at f.o.b. factory 
prices) as compared with $43,- 
692,470 in 1927. 

OLD GUARD LUNCHEON 
HELD IN ATLANTIC CITY 

For the first time in its his- 
tory the Old Guard, Southern 
Hardware Salesmen’s Associa- 
tion, held a social session at the 
convention of the National 
Hardware Association in Atlan- 
tie City, N. J; Oct: 21: The 
meeting took the form of a 
luncheon given in the Blenheim 
Green Room. Twenty-seven 
members were present, four of 


| whom came to Atlantic City for 


the purpose of attending the 


| closed contracts for an addition 











luncheon, though not members | 


of the convention. 
guests of the occasion were: A. 
H. Nichols, president, and 
George A. Fernley, secretary, 
National Hardware  Associa- 
tion; Joseph E. Stone and 
Charles F. Rockwell, president 
and secretary, _—respectively, 
American Hardware Manufac- 
turers Association. Secretary 
Sidney S. Eshleman represented 
the Southern Hardware Jobbers 
Association. 

It was asked that similar en- 
tertainments be an annual fea- 
ture during the conventions of 
the future. 


NEW YORK TOY FAIR 

RUNS FROM FEB. 9-28 

The Toy Fair Chamber of 
Commerce, Inc., 200 Fifth Ave., 
New York City, has announced 
through its executive secretary, 
H. D. Clark, that the 1931 New 
York Toy Fair will be held 
from Feb. 9-28, 1931. Hotel 
McAlpin, Broadway at Thirty- 
fourth St., has been selected by 
the chamber as the official head- 
quarters of the fair. Other ex- 
hibits will be held at the Hotel 
Imperial, Hotel Martinique, 
Fifth Avenue Building and in 
the Union Square district. Res- 
ervations, floor plans and rates 
at the McAlpin may be obtained 
from Mr. Clark. 








J. H. WILLIAMS’ WILL 
BUILD PLANT ADDITION 

J. H. Williams & Co., manu- 
facturers of drop forgings and 
drop forged tools, have just 


Special 


| 





to their plant at Buffalo, N. Y. 
The extension will provide an 
increase of approximately 30,- 
000 sq. ft. in floor space, to be 
used for additional heat-treating 
facilities and also for finishing, 
assembling and storing the com- 
pany’s stock products. 





WITTEN TALKS AT 

ATKINSON MEETING 

The sales force of the R. J. 
Atkinson hardware store, 403 
Ralph Ave., Brooklyn, N. Y., 
held its monthly store meeting 
on Wednesday, Nov. 5. As is 
customary, a supper on the sec- 
ond floor of the store preceded 
the meeting. 

During the program which 
followed the supper, Mr. Mil- 
larkey of the Culver Tinsmith 
& Supply Co., Brooklyn, gave 
the salesmen some excellent 
sales pointers on selling and ap- 


plying prepared roofing and 
roofing preparations. He was 


followed by James M. Witten, 
associate editor of HARDWARE 
AGE, who discussed methods of 
increasing sales. H. R. Conner 
of the Pike Mfg. Co. was then 
called upon to express his 
views, from the standpoint of 
an outsider, of the value of 
store meetings. It was his opin- 
ion that such meetings have 
much of merit to justify the 
effort and time they require. 
As the concluding feature, in 
keeping with the regular pro- 
cedure at Atkinson store meet- 
ings, each department head ex- 
hibited and discussed the new 
items that have recently been 
added to the store’s stock. 





K. W. ATKINS MARRIES; 
VICE-PRES., E. C. ATKINS 

Keyes W. Atkins, a vice- 
president of E. C. Atkins & Co., 
Indianapolis, Ind., was married 
on Nov. 6 to 
Miss Eleanor 
Tracy Mitchell, 
at the home of 
her parents in 
Memphis, Tenn. 
Mrs. Atkins be- 
longs to the 
younger social 
set in Memphis, 
being an active 
member of the 
Cotillion Club and the Mem- 
phis Junior League. She is 
a graduate of Miss Hutchinson’s 
School and of the Holton Arms 
School in Washington. 

Mr. Atkins attended the Shef- 
field Scientific School at Yale 
University and is a member of 
the University Club of Indian- 
apolis and the Country Club of 
Memphis. He is a grandson 
of the founder of his company, 
the late E. C. Atkins, and a 
son of the president, Henry C. 
\tkins. 





K. W. Atkins 











52 HARDWARE AGE for 


NOVEMBER 13, 1930 








Skour-Pak 


Skour-Pak is a combination steel 
woo! and rubber holder device for 
cleaning and scouring pots, pans, 
aluminum utensils, etc When 
Skour-Pak is being used, the house- 








HOLDER 


HOLD THE . 
STEEL woo. 


WOT THE 


wife uses the holder, without having 
to touch the steel wool, as it is al- 
ready inserted in the holder. As 
the wool wears down, the rubber 
holder is peeled so that the best 
length for cleaning is always 
available. The product is equipped 
with drain holes. It is rinsed 
thoroughly under the faucet and 





used with almost any type of soap, 
although a free-lathering soap is 
the best type. It is packed in 
dozen lots in an attractive color display container. 








DRAINS ITSELF 
THROUGH BOTTOM HOLES 


Suggested retail 


price is 15c. Dealer cost is $16.00 per gross, less 10 and 10. The 
International Skour-Pak Corp., 1907 Park Ave., New York City, is the 
maker 


Murray Ohio Steelcraft 
Tubular Velocipedes 


The Murray Ohic Mfg. Co. 1115 E. 152d. St., 
fers the Steelcraft line of tubular velocipedes 


Cleveland, Ohio, of- 
Nos. 410 to 4/3 are 














equipped with ball bearing front wheel, and are finished in blue with 
white striping and silver wheels. Front and rear tires are | inch fancy 
auto tread type. Nos. 430 to 433 have ball bearing wheels, motor cycle 
type saddle. They are finished in brilliant red with bright yellow 
striping. Tne Nos. 450 to 453 are full ball bearing, chromium plated 
and are equipped with | inch balloon type auto tread tires, motor cycle 
type saddle and are finished in meadow green, striped bright orange 
V ntrasting bright orange head. A fender is included on front 
whee the Nos. 460 to 463 have 1% inch fancy auto tread tires 
The full ball oe ar ring equipped. A bicycle type bell and a too! bag 
are the e nent They are finished in brilliant red, with 
Dr igi ellow Wheels are brilliant red, striped yellow and 
f d De Luxe models 470 to 473 are full bearing 
chromium plated equipped with 1% inch balloon type auto tread tires 
Bicycle type bell, chromium plated front fender, extra large motor- 
cycle type saddle, tool bag and brilliant red glass tail light mounted on 
rear frame are part of equipment Finish is lustrous oI ack with 
range stripe and orange head. List prices on the 470 to 47 are from 
$14.10 to $196 On the other lines, list prices are from $8.35 to 
Arrow Porcelain eet 
Pull Receptacle i 
Masses’ 


The Arrow Electric Division, Arrow-Hart & Hage- 
man Electric Co., Hartford, Conn., offers 4 inch two H 
piece porcelain pull receptacles for either ceiling or 
wall installation, rated 250 watts, 250 volts. These devices are avail- 
able with 660 watt mechanism at a slight added cost. Line is com- 
posed of six catalog numbers, 7730 to 7735 inclusive, made up with 
various Combinations showing chain, cord, insulator, etc., with or with- 





Nickel is standard finish on 
Nes. 7730 to 7735 are 
inches and screws are 


out shadeholder ring 
chain. For 4 inch boxes, 
offered. Base diameter is 5 
spaced 312 inches on centers. Plain ring types 7730, 
7731 and 7732 list at $1.04, $1.08 and $1.20 each 
respectively. Shadeholder ring types 7733, 7734 and 
7735 list at $1.04, $1.08 and $1.20 respectively. The first number cf 
each type has 7 inch chain, the second one of each class has chain 
and cord and the third member of each group has chain and insulator. 
Standard packages contain 50 units, weighing 80 Ibs. 





Trapeze Sets and Golf Tees 


George Borgfeldt G Co., 111 E. 16th St., New York City, distributes 
the Nifty trapeze sets in two types. The first set has three strand 
rope, 5% inch shiny ring, 5% feet green rope, ‘‘S’ hook on top, 
double hook on bottom, green board and a bar in a wax finish. Each 
piece is wrapped. There are three dozen sets in a wooden case or | 
dozen sets in a shipping carton. ‘Wooden case weighs 160 Ibs. and 
carton weighs 52 Ibs. The second trapeze set is the same as the 
first, but the seat and bar are varnished and rings are semi-covered 
with leather. Rope is plain white. Each set is packed in a box and 
shipped as the other sets are. Weight per case is 170 Ibs. Carton 


Vora es, 




















Dealer cost on the sets are $9.00 and $13.50 per 

The same firm offers the Nif-Tee Golf Tee, 
packed in boxes of 18, 4 dozen boxes to the carton. Tees are made 
of cedar wood, colored in white, yellow and red. Front of box, which 
is white, gives name of distributor. The reverse side has a score card 


for 18 holes 


weights is 55 Ibs 
dozen, respectively 


Rothweiler Useful np 


The Rothweiler Useful Pump is a 
strong sand fast pump for pumping 
hot or cold liquids It may be used 
in steel drums, fitted in a pipe line, 
screwed into Rese flanges and many 
other places. Pump is small enough 
to fit in all steel drums and will fit 
the small opening, taking the place 
of the faucet. Base of pump has a 
1% inch pipe thread Shipping 
weight is 12 Ib. Discharge is 
inch standard pipe thread, suction 

34 inch standard pipe thread 
bt ithe down to inch. Suctior 
pipe is % inch by 36 inches long 
and is fitted with 34 inch sliding 
bushing. 

Plunger rod is 2 inch hard brass 
plunger is cast iron and plunger rod 
packing is twisted graphited as- 
bestos. Plunger compression rings 
are hard brass. Stuffing box is 114 
inches deep, stuffing box nut is 
brass, discharge valve is brass and 
cylinder is 2% inch steel tubing 
Cylinder top and bottom are cast 
iron and suction valve is 34 inch 
grade steel ball. Handle is cast 
iron with locking lug. Dealer cost 
is $6.00 each. Rothweiler S Cc 
2430 First Ave outh, Seattle 
Wash., is the maker 





poe 
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Lauson RA 
Engine 


The Lauson Corp 
New Holstein, W: 
offers the RA 2 to %4 
hp. engine. It has com- 
pletely enclosed engir 
automotive type car 
buretor, flyball type of 





governor convenient 
speed adjustment } 
positive, visible neg 
system. Oiling systen 





uftiiizes vacuum, pro- 
- duced by pistons, to 
circulate oil. It starts 
easily by a push with the foot on the treadle, which spins the motor 
while the specially designed magneto provides a spark more than ample 
for the work. Vacuum in crankcase is used to prevent oil leakage and 
maintain proper level for lubrication. Gas tank is placed in base, but 
may be furnished for separate mounting, where desired. Valves are 
located on the front of the cylinder, where they are in immediate lin 
of blast from fan located in flywheel. List price is $55.00 


Ballonoff Stove Pipe 


Chromium plated, nickel plated and aluminum 
stove pipe are offered by Ballonoff Metal 
Products Co., 8218 Cedar Ave., Cleveland, Ohio 
The chromium plated pipe is easily cleaned, 
is rust resisting and has a rich finish. The 
finish is not easily marred. The nickel plated 
stove pipe is made of specially treated copper 








bearing steel which is rust resisting. The 

aluminum pipe is especially attractive to women having aluminum uten- 
sils in the kitchen. Each piece of these lines of pipe is individually 
wrapped 









Thermwool Home | 
Golf Course Woo 
LF 

wil home wat = 

Pees are pd po eh HOME GOLF COURSE 

size us" 1e : unior course, a * 

nine hole mode! and the 

sen cc 18 hole 

game T Product: 

Co. Inc., 360 Furman St., 

Brooklyn, N. Y., makes this 


game which has a fairway 
maker to be 
roach to the 


tne 











+ 
a¥) 


The course 
an be cleaned 





THE IDEAL GAME 
FOR EVERYBODY. 


Medart Miniature 
Golf Set 


A miniature golf set for 
ndoor or outdoor use 1s 
made by the Fred Medart 
Mfg. Co., St. Louis, Mo 
Set consists of thirty-six 
pieces; nine cups, nine 
hazards, nine toe markers 
and nine hole markers or 
directional flags. The set 
is made entirely of steel, 
finished in red and green 
enamel. It is packed in an 
attractive box of conveni- 
ent size. Weight is 22 |b 
Hazards are large enough 
to make each hole difficult 
and heavy enough to set 
solidly without being fastened. Dealer cost is $4.75. It is suggested 
by the maker that the retail selling price be less than $10.00 











Noshoc Recoil Pad 


he Seamless Rubber 
Co., New Haven, Conn., 











offers Noshoc Recoil 
pad for shotguns and 
rifles It is finished in 
wa r, to match the 
wood of the stock. Dia- 
gram shows interior con- 
struction of three cushion 


super cushion. Cushions in the 
| recoil is absorbed 
to be positively no 


wells Each well has a full c 
wells are trapped by molding E 
and dissipated without disturbance 
vibration or rebound throw. Oute of the pad is live, elastic, 
springy cushion rubber h e of vitalized chemical jell. 
Base plate is semi rigid hard rubber conforming to exact curve of butt. 





Inner ct 





There are no siots, holes or openings to let kick thrust run wild 
Shoulder surface is of non-skid type. Attractive display container, 
which holds six pads, is provided fre 


Perfection 


Oil Burner 


electric 


incorporating 






a hot wire has been 
aaded to tne new 


burner 











f the t when not actually 

C t w ement with 

. oT ement is made 

' | 9 T life. but if 

electrode can be inserted 

f t burners ma v be 

miz ré ectly on 

the vertical shaft of an electr t cated je the tur Ir 

boiler. Air n in by the fan passes first over the motor, thus keeping 

it cooler than if it were placed outside Positive automatic air con- 
trol and automatic stack dar are features of t burne 
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Basic Materials Markets 
Kindred to Hardware 


Price tendencies in finished prod- 
ucts being largely the reflection of 
conditions in the raw materials mar- 
ket, we present here a few opinions 
from reliable sources on several basic 
commodities of interest to the hard- 
ware trade. 


ALCOHOL — Approaching winter 
weather has stimulated the demand. 
Somewhat firmer prices appear likely, 
making buying advisable, especially 
if concessions can be obtained. 


ALUMINUM — Demand has _in- 
creased recently, but stocks are heavy 
and it would seem that buying for 
future requirements is unjustified. 

BELTING — Notwithstanding that 
production has been curtailed in keep- 
ing with a light demand, rough stocks 
are considerably larger than at this 
time last year. If concessions can 
be secured, buying seems warranted. 


BRASS—As weakness in copper 
quotations is reflected in current 
brass prices, it appears likely that 
some price concessions are available. 


COPPER—Production exceeds the 
existing demand and until this is 
rectified, purchases should only be 
made when substantial concessions 
are granted. 


COTTON —As recent crop esti- 
mates are little changed from those 
of the previous month a conservative 
buying policy is warranted. On sub- 
stantial declines some buying might 
be advisable. 


GLASS—As practically all indus- 
tries using large quantities of glass 
have curtailed production, heavy buy- 
ing seems entirely unwarranted. 


IRON—Only nominal purchases for 
immediate requirements are advised 
as production has again declined 
sharply and prices have a weak ten- 
dency. 

LEAD — Current prices seem to 
offer an incentive for buying, espe- 
cially if concessions can be secured. 


GENERAL MARKET 
NEWS of THE 


WEEK 





Hardware Demand 


Varies With Weather 


New York, Nov. 12.—Most of 
the leading hardware markets re- 
port that the current demand fluc- 
tuates noticeably with weather con- 
ditions. Under the favorable aus- 
pices of seasonable weather an al- 
most immediate increase becomes 
apparent in the demand, which ex- 
emplifies the generally low condi- 
tion of stocks in the hands of deal- 
ers. 

Activity in holiday lines has thus 
far been rather disappointing to 
the trade. Early business in Christ- 
mas lines has been behind the same 
period of last year to about the 
same extent as the general sales 
volume. The approach of Thanks- 
giving has resulted in an, excellent 
demand for roasters, carving sets 
and similar items. Builders’ hard- 
ware is in slightly better demand 
than at any time in recent months. 
Both wood and metal working tools 
are also more active. Staple lines 
are rather quiet, with an easier price 
tendency deemed responsible for 
the dullness. Housewares con- 
tinue to enjoy a fairly brisk move- 
ment. Hunting supplies and winter 
auto accessories are in good de- 
mand. 

Little fluctuation has actually oc- 
curred in prices, although the trend 
is downward rather than upward. 
Readjustments in scattered instances 
have been responsible for a few re- 
visions of minor importance. 

The credit situation is considered 
fairly satisfactory, although collec- 
tions are characterized as slow in 
some sections of the country. 





NAILS—While present prices seem 
very low, the demand is nominal and 
the possibility of still further declines 
make heavy purchasing inadvisable. 


RUBBER—The demand is light and 
prices recently declined to record low 
levels. In view of these conditions 
buying only seems warranted when 
the market is. very weak. 


STEEL—The same comment as ap- 
pears under Iron holds true on this 
item. . 

TIN—As this commodity is in ex- 
cellent demand higher prices are 
likely and buying for advance re- 
quirements appears advisable. 

ZINC—A bearish supply situation 
offers slight prospects for any price 
advances in the near future. Buying 
only for current needs is suggested. 





Week’s Price Average Was 
82.4 Per Cent, Says Fisher 


Prof. Irving Fisher of Yale Univer- 
sity has announced that wholesale 
commodity prices for the week ended 
Nov. 1 and based on Dun’s quota- 
tions averaged 82.4 per cent. 

The October average was 82.6. The 
purchasing power of the dollar on a 
1926 basis of 100c. was 121.8c. The 
October average was 121c. 

Crump’s index of English prices for 
the week on the revised 1926 level 
was 72.7. The October average was 
12.1. 

The Italian index on the revised 
1926 basis for the week ended Oct. 25 
was 58.8. The September average 
was 60.8. 


Car Loadings Increased 
in Week Ended Oct. 25 


Loading of revenue freight for the 
week ended on Oct. 25 totaled 959,335 
cars, according to the car service divi- 
sion of the American Railway Asso- 
ciation. 

This was an increase of 28,250 cars 
above the preceding week this year, 
but a reduction of 175,025 cars below 
the same week last year. 
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An invitation to “follow through’ 


With a smile and a twinkle of the eye, this 
letter is addressed to the imitators of the 
Remington Standard American Dollar Pocket 
Knife: 

Our idea of the dollar knife must have 
been a good one, or it would not have been 
so promptly and widely imitated. Other cut- 
lery manufacturers have brought out all 
kinds of dollar knives. Hardware jobbers 
are having dollar knives made up for them 
under their special brands. It is said that 
‘Imitation is the sincerest flattery.”” We ex- 
tend our thanks to these gentlemen for the 
compliment they are paying us. 

However, there are two sides to the propo- 
sition of the dollar knife. One is manufac- 
turing, and the other is distribution. It is 
not only necessary to produce a knife to be 
sold at a dollar, but it is also necessary to 
distribute this knife in a new and effective 
manner. Our imitators have only partly 
copied our ideas. We all know in golf, in 
order to get a long drive, it is necessary to 
“follow through.” Our imitators are not 
following through. It is easy and inexpen- 
sive to make a knife and sell it at a low price 
to jobbers and retailers. But simply piling 
up goods on the shelves of jobbers and retail- 
ers is not following through! 

In order to follow through, our imitators 


must help move their goods off the shelves of 
their jobbers and retailers. In other words, 
they must reach the consumers. We are just 
placing large advertisements in 2,889 daily 
newspapers (in cities of 25,000 or less) 
with a circulation reaching ten million read- 
ers. These advertisements invite the con- 
sumers of this country to go to their dealers 
and ask to see the Remington Standard 
American Dollar Pocket Knife. No pictures 
of the knife. No descriptions. Simply a re- 
quest to go to the retail dealer and ask to 
see this knife. . 

Now the object of this letter is to invite the 
imitators of the dollar knife to follow us 
through. We suggest to them that they also 
take advertising, as we are doing, reaching 
millions of consumers, advertising their 
knives. Jobbers and retailers will never get 
a long drive unless the manufacturers from 
whom they buy show them how to follow 
through. 

We suggest to those retailers who have a 
stock of our dollar pocket knives that they 
follow through with our national advertising, 
now under way, by using our window strips 
and show cards. 


A Parse 


President 


REMINGTON ARMS COMPANY, Inc. 


Originators of Kleanbore Ammunition 


25 Broadway, New York City 


Telephone, Digby 0766 


Manufacturers of Arms, Ammunition, Cutlery and Cash Registers 


© 1930 R. A. Co. 
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CHICAGO: 


(Chicago office of HARDWARE AGE) 


Chicago, Nov. 11. 


HOUGH the’ mercury has 
dropped several times since the 
opening of fall, with a conse- 
quent spur of winter goods in each 
case, the weather, in general, has 
been mild and fair, a _ condition 
rather conducive to postponement of 
ordering ahead for future seasonal 
needs. With an actually good but 
relatively poor volume of hardware 
business under way, the trade con- 
tinues to make comparison with the 
1929 record and that of other high 
years and feel more than a little 
sorry for itself; nevertheless the pes- 
simist is slipping a bit in his saddle 
and hope persists that his seat will 
become increasingly insecure. Holi- 
day trade is developing about as ex- 
pected, which is to say that the re- 
tailers are preparing as usual, but 
with unusual caution regarding both 
wholesale and resale price. Some 
carry-over of holiday goods from last 
year, of course, tends to reduce cur- 
rent volume. 


WIRE AND NAILS 


Whatever market fiuctuations on 
nails and wire products may have 
registered during recent weeks are 
said to have arisen from local or re- 
gional scrambles for business among 
jobbers in some territories and not 
from any declines initiated by the 
mills. Fall sales on these lines in 
the Chicago market have been brisk 
in contrast with the prevailing slug- 
gish distribution over the first eight 
months of 1930. It is believed here 
that the wire mills have by this time 
come to the bottom of the market. 
Apparently this feeling has been car- 
ried to the retail field, since current 
volume reflects a degree of confidence 
heretofore entirely lacking. It also 
partly confirms the long-heralded im- 
provement in the building situation, 
although actual activity among 
builders is still limited to a fraction 
of their capacity. 


STOVE PIPE, ETC. 


Conditions in the jobbing market 
for furnace pipe, stove pipe, etc., for- 
merly rather hectic, seem to be 
settling down to a normal competi- 
tive pace. The extreme price-cutting 


in which some wholesale distributors 
had permitted themselves to indulge 





AT A GLANCE 


Mild and fair weather has 
retarded the demand for win- 
ter goods. While the current 
volume is disappointing, it is 
also true that pessimism is on 
the wane. 

* * k 

Wire and nails have been 
moving briskly recently and 
the belief persists that prices 
will go no lower. 

Stove pipe prices are more 
stable, and the early price cut- 
ting in this line has almost 
entirely disappeared. 

x * * 


In the winter lines, radio, 
anti-freeze solutions, gloves, 
auto robes and ammunition are 
in brisk demand. Steel game 
traps and butchering supplies 
are also very active. 











during the earlier part of the selling 
period appears to have nearly sub- 
sided. Evidently the mills have been 
more or less undisturbed by this 
price strife in the jobbing field; at 
any rate, their figures to jobbers all 
through this under-cutting campaign 
have held steady; as a consequence, 
those wholesalers who participated in 
it were able to do so only at the ex- 
pense of their narrow profit margins, 
proving, if proof were needed, that, in 
the long run, nobody ever wins a 
price war. 


GLOVES ACTIVE 


All-leather gloves are in brisk de- 
mand at current wholesale prices 
which afford the dealer a roomy mar- 
gin, more than usual. The season 
for work gloves of every sort is on 
at full tilt. Leather figures are low 
and apparently stationary. Retail 
interest continues in harness futures. 
Some of the larger hardware stores 
are doing a good business in automo- 
bile robes, the market for which has 
been enlivened by the football season 
and the approach of the holidays. 
Buying preference swings toward 
robes of moderate price with a re- 
sale range between five and seven and 
a half dollars each. Demand for 
robes selling at double those figures, 
or more, which moved freely in for- 
mer seasons, is down. 


Holiday Trade Lacks Briskness— 
Mild Weather Retards Demand. 


WINTER LINES 


Anti-freeze solutions are respond- 
ing to the regular seasonal call for 
such motor protection. Other winter 
automobile sundries also show a 
marked improvement. Radio is still 
moving freely, the midget type regis- 
tering by far the largest demand; 
prices are steady. Figures on rub- 
ber-covered electrical wire are down 
five per cent. This reduction is at- 
tributed to the pressure of compe- 
tition among the manufacturers. The 
seasonal movement of appliances and 
radio batteries is good. Recent 
weather changes have brought the 
ducks southward in large numbers; 
excellent Shooting is reported and 
fill-in orders for loaded shells are 
heavy. Pheasants are plentiful in 
this part of the country. As already 
reported, ammunition business has 
been especially brisk, though the 
shotgun and rifle trade does not seem 
to be getting its whole share of the 
seasonal benefit. 


GAME TRAPS LIVELY 


Steel game traps are now lively 
items in the hardware stores. It is 
reported that the lower prices on furs 
have intensified the call for fur gar- 
ments and increased the demand for 
pelts. Thousands of men and boys 
over the country, not otherwise em- 
ployed, have become trappers for the 
sake of their cash income. By the 
same token, farmers are paying more 
attention than. formerly to killing and 
keeping their own meat. For many 
seasons dealers have complained that 
farm butchering supplies have been 
in lessening demand because an in- 
creasing number of farmers no longer 
butchered. Evidently there is some 
tendency among them to revert to 
their former habits-of conservation, 
for butchering supplies are increas- 
ingly active. These conditions com- 
bined with sharper weather are gen- 
erating an insistent call for lard cans. 


WINDOW GLASS 


Window glass is active, somewhat 
more so than usual in its regularly 
recurring season. Wholesale buyers 
say the leading manufacturers this 
fall are offering a better quality of 
glass at no increase in cost. Putty 
orders are likewise numerous. 
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: Ready for Business 


ROFIT is the most important word in 
| pela business. How to make 
the most profit on each item you sell is 
often a problem. It's no problem to make 
real profits selling Osborn Brushes. Every 
Osborn Brush is quality-built to do its 


THE OSBORN MANUFACTURING COMPANY 
5401 HAMILTON AVENUE - CLEVELAND, OHIO 


SALES BRANCHES: 
Chicago - San Francisco - 


New York - Detroit - 


















No. 444 Osborn 
Flat Varnish 
Brush. Black 
China Bristle, 
vulcanizedin 
rubber. Seven 
sizes from 1" to 
4" wide. 





No. 456 Osborn 
Oval Sash Tool. 
Black China 
Bristle, vulcan- 
ized in rubber. 
Twelve sizes 
from 7 1%" 


Los Angeles 


job right. This means no “come-backs’. 
Your profits are secure. And every pos- 
sible requirement for a brush can be 
supplied in the complete Osborn line. 
Make the most of your brush business 
—sell Osborn Brushes. 














No. 401 Osborn 
Flat Varnish 
Brush. Triple 
thick Black 
China Bristle, 
vulcanized in 
rubber.Five sizes 
from1"to3"wide. 





No. 582 Lacquer 
Brush. Fitch 
Hair vulcanized 
in rubber. Five 
sizes from 1" to 











58 HARDWARE AGE for NOVEMBER 13, 1930 





KANSAS CIT 


(Kansas City Office of HARDWARE AGE) 
KANSAS CirTy, Nov. 11. 


ENERAL business volume for 
‘ trade as a whole is little 

changed. With the exceptions 
of a few items on which the demand 
is especially good for this period, 
sales are under those of last year. 
Various industrial men have ex- 
pressed opinions that a betterment is 
due about March, while some even 
hope that the first of the year will see 
a change for the better. From now 
on, the psychological factor will play 
an important part in building up busi- 
ness. Practically all jobbers, mer- 
chants, factory men and others en- 
gaged in buying and selling com- 
modities agree in this respect. 


BUILDING OPERATIONS 


The total of new building activity 
progressing at present, while still 
considerably under the high mark set 
last year, is encouraging to hardware 
men. If this winter is mild enough to 
permit the continuation of operations 
during what was the extreme cold 
season last year, there would be a 
steady call for certain articles in 
hardware, and general business will 
benefit. 


PRICES ARE STEADY 


The fact that the new corn crop is 
now being put on the market has 
depressed prices, and of course this 
is a*‘bad thing for hardware mer- 
chants, because it hits their main 
customers, farmers. However, in 
spite of the continual fluctuation of 
the grain and stock markets, hard- 
ware prices are steady. If there 
happens to be a change in factory 
price, it is usually borne for a time 
at least by the wholesaler, and before 
the retailer has to adjust his own 
price, the condition is reversed. Thus 
retail hardware prices are steadiest, 
with wholesale prices slightly more 
variable. 


SLEDS ARE SLOW 


This time of the year usually finds 
sleds selling to some extent, but the 
lack of a convincing snow so far has 
resulted in that there is very little 
sled booking. Dealers feel a natural 
hesistancy in stocking up on sleds 
when prospects are for an open win- 
ter. Of course, it is still much too 
early to know whether this will be a 
snowy winter or not. In either case, 
“st is an ill wind—” because if the 
winter is open, there will be more or 
less call for wagons, roller skates, and 
similar sidewalk playthings; if the 
winter is snowy, wagons and roller 
skates will suffer while sleds will be 
in popular demand. A “white Christ- 





AT A GLANCE 


Current business vol:sme 
shows little change. Sales are 
generally under the corre- 
sponding period of last year. 

* * * 

Building operations have 
shown a slight increase. New 
crop corn being marketed has 
depressed prices. 

* * * 

Sleds are rather slow, due 
to the lack of snowfall. Col- 
lections are characterized as 
about the same. Some factors 
appear encouraging for the 
unemployment situation. Heat- 
ing stoves and stove and fur- 
mace accessories are quite ac- 
tive. 











mas” always is responsible for a large 
volume in sleds. 


BUILDERS’ HARDWARE 


Builders’ hardware should be doing 
better judging from the amount of 
building activity here and in the 
country. But for the jobber, there is 
not as much trade as he would like 
to get. The large buildings being 
erected in the city here are being 
built by construction companies who 
go around the jobbers to the manu- 
facturer for a great part of their 
material. Of course the workmen 
must have tools, and a fdir amount 
of small hardware is bought from 
wholesalers. The country building 
means more to the jobbers, and it is 
in this kind of work that they ‘are 
enjoying the better business. 


COLLECTIONS 


Collections are described as about 
the same, no change reported either 
way. Most credit men here do not 
look for a material increase in col- 
lections until after the first of the 
year, but there seems to be no evi- 
dence at present tending to show that 
they will decrease from the present 
status. 

There have been certain factors, 
just recently developed, which look 
encouraging for the unemployment 
situation. The Fisher Body Corpo- 
ration of Detroit, which maintains a 
plant here in connection with the 
Chevrolet plant, not long ago an- 
nounced that work would be resumed 
on full schedule. The plant had been 
operating on a 3-days-a-week sched- 


Demand Is Little Changed — 


A Few Price Revisions Effective 


ule. About 900 workers here will be 
favorably affected by the resumption 
of the full time schedule. 

Then, the Missouri Pacific Railroad 
says that it will in the near future 
erect a 2%4-million-bushel elevator in 
this city, increasing Kansas City’s 
grain storage capacity to a new figure 
of 48,035,000 bushels. An official of 
the Continental Exporting Company, 
the firm for whom the new elevator 
will be built, says that work will begin 
as soon as preliminaries are taken 
care of. 


HEATERS ACTIVE 


One jobber here who has made a 
special drive on circulating heaters 
reports that his business in that line 
has surpassed all expectations up to 
date. Already more heaters have 
been been marketed than were sold 
during all last year, and the season 
has not quite closed yet, though it is 
believed that not a great many more 
will go out from now on. In view of 
the comparatively inferior volume in 
so many other lines, the phenomenal 
growth of heater business is especial- 
ly encouraging. Other stove and fur- 
nace accessories are doing fairly well 
as the result of lower temperatures 
for the past three weeks or so. 





October Business Failures 
Show Increase of 8 Per Cent 


The increase in number of commer- 
cial failures for the month of October 
was smaller than expected consider- 
ing the season of the year, when an 
uptrend in failures is normal, accord- 
ing to R. G. Dun & Co.’s compilation 
for the month. Total failures for the 
month were at a new high level for 
the period, but the gain over the pre- 
ceding month was less than had been 
the case on previous occasions. 

At 2124, the October defaults were 
a little more than 8 per cent above 
the 1963 insolvencies of September, 
while the rise in October, 1929, when 
there were 1822 failures, was over 16 
per cent. An even more marked up- 
turn of almost 24 per cent was re- 
corded in 1928, and in October of that 
year the defaults numbered 2023. 

All during the current year, said 
the review, insolvencies have been ex- 
ceptionally numerous, having ex- 
ceeded 2000 in eight of the ten elapsed 
months. The low point of 1913 was 
reached in August, and the highest 
monthly figure—2759—was attained 
in January, following the strains inci- 
dental to the annual settlements. The 
October total, while about 23 per cent 
below the January maximum, is some 
16% per cent above the number for 
October last year. 
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Powered by Aut-O-Dor 


The Electric Operator 
that Never Fails 


We have been making better and better door hardware 
for 49 years. We stake our reputation on this statement 
- .. that Slidetite equipment is “‘perfection itself’ for 
commercial and private garage doorways, unobstructed 
openings up to 22 feet width ... no center post hazards! 


By merely pushing a button or pulling a cord, several of 
which may be conveniently located, Slidetite equipped 
doors can be made to slide open wide and shut tight, auto- 
matically. Aut-O-Dor Electric Operator never fails. 


Write for illustrated Catalog, which answers 
every garage doorway question, with exclu- 
sive R-W engineering achievements. 


Richards-Wilcox Mfg. Co. 


“A HANGER FOR ANY DOOR THAT SLIDES” 
AURORA, ILLINOIS, U.S.A. 





Branches: New York Chicago Boston Philadelphia Cleveland Cincinnati 
Indianapolis St.Louis New Orleans Des Moines Minneapolis Kansas City 
Los Angeles San Francisco Omaha Seattle Detroit Atlanta 


Richards- Wilcox Canadian Co., Ltd., London, Ont. Montreal Winnipeg 


1880 /1930 
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CLEVELAND: 


(Cleveland office of HARDWARE AGE) 
CLEVELAND, Nov. 11. 


Business with local hardware job- 
bers so far this month has been in 
about the same volume as during Oc- 
tober. While jobbers are getting 
some fair sized orders, buying is usu- 
ally in small lots. Retailers generally 
are keeping their stocks low. 


SEASONAL LINES 


A fair seasonal demand exists for 
stove pipe, stove accessories and coal 
hods and some activity has developed 
in andirons, fireplace sets and spark 
guards. Coal and gas heating stoves 
continue to move in good volume. 
With the start of the trapping season 
there is a moderate demand for game 
traps. Sleds continue in very good 
demand. Jobbers are now getting 
some orders for skates which have 
been inactive. They are also selling 
some skiis. Another seasonal line 
which has become active is glass sub- 
stitutes. 


HOLIDAY GOODS 


While retailers as yet are not show- 
ing much interest in strictly holiday 
lines some of the lines that may be 
classed as holiday as well as seasonal 
merchandise have picked up. Some 
business in wheel goods for the holi- 
day trade is now being placed. Elec- 
tric household appliances are quiet. 
Glass baking ware is moving well in 
some sections and poorly in others. 
Carving sets, silverware and electric 
clocks are now moving in fair volume. 
Competition lines of roasters are 
quite active and the higher priced 
units are moving fairly well. 


HUNTING GOODS 


There is not much activity at pre- 
sent in guns and ammunition but 
these are expected to show more life 
after Nov. 15 when the rabbit hunting 
season opens. 








AT A GLANCE 


November volume, so far,. 
has been about the same as 
during October. Dealers are 
carrying light stock and plac- 
ing orders of small size. 

x * * 


Some improvement is noted 
in the demand for several sea- 
sonable and holiday lines. 
Winter auto accessories are 
fairly active. Radio equipment 
and toys are moving well. 

x ok x 


Jobbers report that a good 
volume of business has been 
booked in rope for Spring de- 
livery. Few price changes 
have been made recently. 

x * & 

Manufacturers recently ad- 
vanced the price of asphalt 
roofing approximately 10 per 
cent over former list quota- 
tions. Jobbers are now offer- 
ing nails in car lots from mills 
at $1.95 base. 


* * * 


Collections are holding up 
fairly well; with the October 
average being only slightly be- 
low the corresponding month 
of last year. Basic conditions 
in the Cleveland territory are 
practically unchanged. 











AUTO SUPPLIES 


While automobile tires are not 
active, they are moving about as well 
as they usually do at this season of 
the year. Jobbers are taking some 
orders for tire chain and there is a 
moderate demand for denatured 


Volume Is About the Same 
Collections Have Fair Average 


alcohol and other anti-fr2eze solu- 


tions. 
RADIO AND TOYS 


In radio equipment the midget re- 
ceiving sets are reported to be moving 
well but orders for the more expen- 
sive sets are light. Pump manufac- 
turers report.a good volume of busi- 
ness in pick-up orders for immediate 
shipment. Makers of toy vehicles are 
at present very busy filling orders for 
the holidays which were placed later 
than usual this year. 


SPRING ORDERS 


Rope is about the only item in 
spring merchandise that is showing 
much activity. Jobbers are getting a 
very good volume of business in rope 
for spring, orders evidently having 
been stimulated by prevailing low 
prices. 


RECENT PRICE CHANGES 


Very few price changes are re- 
ported. Following the recent advance 
on asphalt roofing jobbers have 
marked up their prices. The new 
prices are a 10 per cent advance on 
list or slightly less than 10 per cent 
net. They are now quoting competi- 
tion roofing at 85c. per roll for light, 
$1.06 per roll for medium and $1.25 
for heavy. Jobbers have made a con- 
cession to $1.95 per keg for nails for 
earlot shipment from mill. Cotton 
duck is weak. 


BASIC CONDITIONS 


Collections are holding up fairly 
well, being in October only slightly 
below the same month last year. 

Industrial conditions in this terri- 
tory show little change from a month 
ago. While some plants have in- 
creased operations slightly, others are 
not quite as busy as they were. Very 
little change is reported in the em- 
ployment situation. 





Harris Silent Track Bed 


Mark Harris, 215 4th Ave., New York City, makes the 
silent track bed for all makes of toy railroad. This 
product is made of fine quality rubber, finished in gray, 
making an appearance similar to well-kept rock bal!asted 
railroad bed 
it safeguards against short circuits 
are offered in straight, curved, switch section and cross- 
over sections 


Besides insuring silent operation of trains, 
The track bed strips 


Narrow “‘O” gage track is now ready for 


delivery, and 2% inch gage track bed is in preparation. 
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Quality Plus Advertising 
Sells this Fence for You 


First, of course, is quality—value that has been recognized for 
many years as the best possible investment for fence dollars. 
Farmers prefer American Steel and Wire Company Zinc-Insulated 
Fences and steel posts because of their longer life and greater 
economy. 

Second, is the national advertising back of the fence—dealing 
directly with the farmers problems, it points straight to your 
store and makes it fence headquarters in your community. 

So—if you are not handling Zinc Insulated Fencing or our Steel 
Fence Posts—write today for full details. A real profit opportunity / 
awaits you. 













Zinc Insulated Fences 
Steel Fence Posts 


A] 
American Steel Gates « L 
Protector Poultry Fence \ \\{ \\ \ 
Union Lock Poultry Fence \ N \ 
ANY: 
= 3 



















Banner Poultry Fences 
Poultry Netting 
Nails, Staples, Barbed Wire 

Wire of all kinds 
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> SUBSIDIAR : t 
208 S. La Salle Street, Chicago 30 Church Street, New York 
Other Sales Offices: Atlanta Baltimore Birmingham Boston Buffalo Cincinnati Cleveland Dallas 


Denver Detroit Kansas City Memphis Milwaukee Us Minneapolis-St. Paul Oklahoma City Philadelphia 





Pittsburgh Salt Lake City St. Louis Wilkes-Barre Worcester 


Pacific Coast Distributors; Columbia Steel Company, Export Distributors: United States Steel Products Co., 
San Francisco Los Angeles Portland Seattle Honolulu 30 Church St., New York City 
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PITTSBURGH 


(Pittsburgh office of HARDWARE AGE) 
PITTSBURGH, Nov. 11. 


EATHER conditions so far 

this month have been rather 

favorable to the hardware 
business, and sales have held up 
fairly well. Seasonable items are 
moving in good volume, and the open- 
ing of the hunting season brought 
business in arms and ammunition and 
hunting clothing, which even ran 
ahead of expectations with some deal- 
ers. Jobbers are already beginning 
to get orders to fill in depleted stocks, 
and further activity is expected from 
this source during the month. It 
appears that widespread unemploy- 
ment has stimulated hunting, and the 
prospect of inexpensive food is also 
a factor. 


HOLIDAY TRADE 


Holiday trade is still dragging, and 
retailers seem inclined to shop around 
considerably before placing their holi- 
day items. However, there is a fair 
movement of electrical appliances out 
of jobbers’ stocks, and a little more 
life is displayed by more expensive 
items, such as radios, washing ma- 
chines, stoves, etc. Sales of midget 
radios are in good volume, and 
jobbers and retailers alike expect a 
brisk business on these products in 
the next month or two. Interest in 
the smaller type of radio has also 
stimulated demand for larger sets to 
some extent, and the radio business 
shows the first signs of progress in 
more than a year. 


PRICE REVISIONS 


Adjustment of hardware prices to 
conform with lower quotations on 
primary metals, such as copper and 
steel, continue but a large list of 
products is still priced very high 
when considered in the light of lower 
figures on steel. Manufacturers are 
not disposed to pass on reductions 
very quickly, and in the case of copper 
instability in the primary market has 
probably prompted hardware manu- 
facturers to await a stabilized market 
before naming their prices. 

Nearly all changes made recently 
were in the form of reductions. Sweat 
pads have again been reduced, with 
the 12-in. No. 20 now quoted at $4 





AT A GLANCE 


Weather conditions recently 
have been favorable, and as a 
result seasonal lines are mov- 


ing in good volume. Unem- 
ployment appears to have 
stimulated hunting. 


Trade in holiday merchan- 
dise is still dragging. Some 
price revisions have been made 
and most changes are to a 
lower basis. 

* *e 

Steel mill operations in 
western Pennsylvania _ still 
seem to be slipping, but any 
further decline in output ap- 
pears unlikely. Window glass 
is in better demand. 

* ok x 

Employment condi- 
tions have shown little change. 
Wholesale collections during 
the past sixty days have shown 
improvement. 











per doz., No. 21 at $4.25, No. 22 at 
$4.50. Cotton twine is also lower, 
now being quotable at 27c. per Ib. in 
tubes and cones, and 30c. per lb. in 
balls. Blow torches have also de- 
clined, and Nos. 158 and 160 are 
now quoted at $3.25 each, A reduc- 
tion in Reliance oil stoves brings 
the price on the one-burner type to 
$3.35 each, $4 on two-burner, and 
$5.25 on three-burner. Yale night 
latches are off slightly, No. 36 now 
being quoted at $12 per doz., No. 42 
at $18 per doz., and No. 042 at $16 
per doz. No other changes of im- 
portance are reported, with nai!s and 
wire holding at recent levels and bolts 
still rather weak, at least when com- 
pared to the well maintained quota- 
tions of mills. ‘Turpentine is not 
changed following a decline of several 
months’ duration, while linseed oil is 
holding at 104/5c. per lb. in barrel 
lots. 


STEEL OPERATIONS 


Steel mill operations in western 
Pennsy!vania still seem to be slipping, 
but production is now adjusted to 
current demand and any further de- 
cline in output would be rather un- 
expected. Steel ingot production is 
at 45 to 50 per cent of capacity, and 


Seasonal Lines Are Active— 
$ Some Price Changes Effective 


finishing mills are running slightly 
less. Railroad and structural busi- 
ness are contributing considerable 
tonnage to local mills, which is badly 
needed in view of the reduced require- 
ments of other important steel con- 
suming groups. However, automobile 
makers are getting into production on 
the new models ‘this month in antici- 
pation of the January show, and may 
account for slightly heavier tonnages 
this month than during last. Farm 
implement makers are also planning 
their winter production schedules, and 
will be releasing steel tonnage in a 
short time. Prices on steel products 
continue weak, but no large inquiries 
are coming out to test the market, 
and mills are generally able to main- 
tain prices on the smaller tonnages 
now coming before the trade. 


GLASS INDUSTRY 


Demand for window glass has been 
somewhat better in recent weeks be- 
cause of approaching cold weather, 
and the rather extensive alteration 
and repair work going on in the dis- 
trict. However, little glass is being 
required for new buildings, as con- 
struction projects in the district are 
mainly in the form of public works 
and do not require much glass. Resi- 
dential construction is still restricted, 
and no substantial improvement is 
now expected before spring. 


COLLECTIONS 


Employment conditions show little 
change, although State and city pro- 
grams to relieve the situation are tak- 
ing a good many men out of the em- 
ployment market. Some of the proj- 
ects under way will take several 
months to complete, and mill employ- 
ment can hardly be expected to get 
much worse under the present policy 
of distributing work to as many men 
as possible, even though on a re- 
stricted basis. Jobber collections this 
month and last are running consider- 
ably ahead of August and September, 
but retailers are still encountering 
considerable difficulty in securing pay- 
ment. With another month or two 
of business at the October level, the 
situation would be considerably im- 
proved. Present indebtedness, how- 
ever, may contribute unfavorably to 
holiday trade, and retailers are slow 
in buying goods ahead which are not 
certain to be turned into money dur- 
ing the Christmas rush. 
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is What the Public Knows, B 
Wants and Buys, as this 
Store’s Record Proves 


















reset 








Forest Park, Ill., can be proud of this store. In the group above, left to right, are: Geo. E. 
Warner, secretary-treasurer; Geo. W. Warner, retiring head, and Elmer C. Warner, president. 


HAT the public knows, wants and buys P&L Varnish 

Products accounts for increasing turnovers of P& L dealers 

throughout the United States and Canada. An example of 
the power of that famous symbol ‘‘61”’ and effective advertising is 
shown in this record of one year’s business: 

During 1929, a total of 2,104 gallons of P& L products was pur- 
chased by the Warner Paint Co. of Forest Park, Ill., a town of 
15,000 people. In the same year, 186 orders, amounting to 
$7,190.29, were received from this customer for every specialty in 
the line. 

If interested in turnovers, instead of big discounts, write for full 
particulars of the P&L Dealer Proposition. 


PRATT & LAMBERT-INC., Varnish, Enamel & Lacquer Makers, 114 
Tonawanda Street, Buffalo, N. Y. In Canada, 20 Courtwright Street, 
Bridgeburg, Ontario. 


PRATT & LAMBERT VARNISH PRODUCTS. 
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BOSTON: 


(Boston office of HARDWARE AGE) 
Boston, Nov. 11. 
SEASONAL increase in retail 
buying is reported by the job- 
bing trade, but the character of 
purchasing remains as it has for some 
time, namely, on a_hand-to-mouth 
basis, consequently business lags be- 
hind the volume of a year ago. Re- 
ports had from other lines of business 
are virtually the same as are had 
from the hardware trade. The word 
has gone out that nothing except that 
actually required shall be purchased, 
almost without exception, in all lines 
of trade. Naturally retail stocks are 
more or less broken while jobbing is 
about normal, although the latter 
houses have considerably simplified 
lines carried with a view to keeping 
stocks as much as possible in the 
popular selling classification. 


TOYS RATHER DULL 


There has been some buying of 
toys since last reports, but nothing 
like what the jobbing trade would like 
to see. The jobbers have just about 
made up their minds that the major 
portion of the retail trade will put 
off buying until the last possible min- 
ute and then take a chance on get- 
ting needed stock. So far as Christmas 
tree outfits go, there has been only a 
little buying, but that is not unusual 
for early November because as a rule 
the retail trade does not dip into such 
merchandise until after Dec. 1. 


ACTIVE LINES 


On the other hand there is a wide 
variety of goods moving from day to 
day, including kegs, weather strip, ash 
barrels, coal hods, stove pipe, garage 
hardware, axes, hockey sticks, win- 
dow glass, tire chains, steel shovels, 
mops and mop handles, fish traps, fur- 
nace scoops, sidewalk cleaners, tires, 
flower boxes, glass substitutes, cer- 
tain types of oven ware, builders’ 
hardware, poultry supplies, tea ket- 
tles, batteries, wire nails, air moisten- 
ers, electric clocks and automobile 
tires, the last on a spring dating 
basis. Some of the middle west tire 


manufacturers have announced ad- 





AT A GLANCE 


Roofing sale outlook seems , 
quite encouraging, due to the 
hot dry summer. 

x * & 

Seasonal increase in retail 
buying is reported by Boston 
jobbing houses. 

* * * 

Business outlook is still 
more or less beclouded, and 
everyone is guessing when the 
depression will terminate. 











vanced prices to apply to spring 
datings, and it is believed the current 
local betterment in tire demand can 
be attributed to that fact. 


BUSINESS CHANGING 


The hand-to-mouth character of 


-buying cannot be attributed entirely 


to the current business depression. It 
can hardly be expected that retail 
hardware store ice chest demand re- 
main on its former levels in view of 
the invasion of electric refrigeration 
into Atlantic coast homes. The grow- 
ing popularity of oil burning heaters 
naturally has cut into the sale of old 
style furnace heater accessories such 
as ash barrels, ash sifts, coal hods, 
ete. 

Then too. competition experienced 
by the retail hardware trade from the 
drug store, dry goods merchant and 
the chain store plays its part on the 
conservative nature of hardware buy- 
ing today. That the New England 
Hardware Dealers’ Association rea- 
lizes that the general character of the 
retail hardware business is thanging 
is attested by the calling of a meet- 
ing of its members for Wednesday 
evening, Nov. 12, at the local Cham- 
ber of Commerce, for the purpose of 
holding an open forum on the perplex- 
ing and serious business situation to- 
day and on possible remedies. Such 
meetings are not usually held by the 
association, especially at this time of 
the year, and wholesalers and manu- 
facturers have been invited to attend 
as well as the retail dealer. 


CREDITS EXTENDED 


With the cautious buying has come 
a general tightening in the credit sit- 
uation. The public and the merchant 


Seasonal Increase Is Reported— 
Minor Price Changes Are Effective 


alike are delaying payment of obliga- 
tions as long as possible. The ability 
of a generous number of merchants to 
meet their bills has for some time 
been one of the jobbers’ most serious 
problems because it involves the ques- 
tion of how long credits should be ex- 
tended; the question of how deep they 
can go with the questionable concern; 
and the knowledge that banks in gen- 
eral have tightened their purse 
strings. 

Further, there is little in New Eng- 
land business conditions in general 
that even suggests a lessening of un- 
employment and a consequent in- 
crease in the circulation of money. A 
fortnight or so ago it was quite gen- 
erally felt that the industrial situa- 
tion was a little more encouraging, 
but within the past week a sufficient 
number of plants have closed for one 
reason or another to more than offset 
the improvement elsewhere. 


LESS OPTIMISTIC 


Baking interests, heretofore ex- 
pressing confidence that prices for 
raw materials had reached bottom, are 
less optimistic today. It is now said 
that deflation is still in progress, but 
that reductions in prices, with the ex- 
ception of securities, will be less dras- 
tic than heretofore. It is generally 
felt in business circles that the result 
of the recent election will have little 
weight on business; that if any il 
effects are to accrue from it we 
already have discounted these. 

On the other hand it is maintained 
that the political unrest all over the 
world has much to do with the pres- 
ent state of business. It would ap- 
pear then that the business situation 
in this country is by no means settled 
and everybody is guessing what the 
causes are and when the depression 
will end. 

Jobbers continue to report price 
changes, but during the past week 
these were of little importance, al- 
though very largely on the down side. 


GOOD ROOFING MARKET 


Due to the long continued lack of 
normal moisture in New England the 
past summer and accompanying high 
temperatures, the retail hardware 
dealer should sell a lot of roofing ma- 
terial this fall and winter. To con- 
vince oneself of this fact, you have 
but to ride through the country and 
small towns and take note of the dam- 
aged condition of roof covering. 
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Kaemmd Words...for 
the harassed FP A. 


and-to-mouth buying is no fun for the 
Purchasing Agent. 








The order that is delayed until the last minute 
for fear the job won't go through, requires 
immediate delivery to get that same job out 
quickly . . . to get paid for it quickly. 





If you are forced to buy bolts on this basis it 
is well to remember Russell, Burdsall & Ward's 
three strategically located plants—overnight 
delivery to most points. 


RUSSELL, BURDSAEZ A WARD 
B@O@er AND NOE COMPANY 


PORT CHESTER, N. Y. ROCK FALLS, ILL. CORAOPOLIS, PA. 


Philadelphia + Chicogo + Detroit - San Francisco + Los Angeles - Seattle - Portland 
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TWIN CITIE 


(Minneapolis office of HARDWARE AGE) 
MINNEAPOLIS, Nov. 11. 


ITH the election worries off 
V \ the minds of the public, and 
with our legislative represen- 
tation settled for the next two years, 
perhaps we can get back to business! 
Hardware men in general seem to 
have little concern with elections, and 
expect that business will go on as 
usual, regardless of who is in the 
legislature, or which party has the 
“balance of power.” 


SEASONAL DEMAND 


The holiday and late fall and win- 
ter business has been lagging to some 
extent, since the abatement of the 
sudden cold snap of a few weeks ago. 
Since that time the weather in this 
part of the country has been ideally 
fine, with warm days and sunshine 
almost all of the time, and people 
have deferred buying their fall and 
winter supplies in all lines, awaiting, 
doubtless, a return of the more 
snappy weather and temperatures. 
But with the change to colder weath- 
er, which may have occurred even be- 
fore this is in print, a resumption of 
buying will without doubt be speeded 
up again. 


FUTURE ORDERS 


Future orders are holding up very 
well. Many of the retail dealers seem 
to have recognized that the market 
on almost all materials is at a very 
low point, and are taking advantage 
of the fact. With prices protected, 
the dealer has nothing to lose, and 
possibly will stand a very good chance 
of making a material gain, by pur- 
chasing his spring needs in many of 
the lines at the present time. 

This applies to steel goods, rope, 
lawn hose and many others of the 
bulky items in the hardware stock. 
Steel goods are being booked for fu- 
ture delivery at a fairly steady rate, 
with the volume showing up in a 
satisfactory manner, considering all 
conditions. This of course varies with 
the different jobbing houses, but the 
general opinion seems to be that fu- 
ture orders are holding up very well. 


HUNTING SUPPLIES 


Hunting supplies are still selling 
fairly well. The open season for 


game birds is drawing to a close; has 
already closed on some of the species. 
In Minnesota the big game hunters 
are making ready for the deer season, 
and many parties are being planned 
for tgips into “the North Woods” 
where this game is found. 


Con- 





AT A GLANCE 


Warm and fair weather has 
retarded the demand for sea- 
sonable lines. Colder weather 
is needed to stimulate current 
business. 

x * * 

Future orders are holding 
up very well. Hunting sup- 
plies are enjoying an active de- 
mand. The approach of the 
deer season has resulted in a 
brisk trade in big game rifles 
and ammunition. 

* * * 


Roasters and carving sets 
are lively. Stoves and stove 
and furnace supplies continue 
active. Winter auto supplies 
have had a good early call. 
Small type radio sets are quite 


popular. 
x % 


..Better prices for farm prod- 
ucts have been reflected in in- 
creased business from agricul- 
tural districts. The upturn is 
considered near and it is be- 
lieved that the Twin Cities ter- 
ritory is in better shape than 


most. 











sequently big game rifles and am- 
munition, and other supplies needed 
are selling at present. This demand 
is not so great as that for equipment 
for game birds, as fewer huhters are 
numbered among the big game fol- 
lowers, but the difference is partly 
made up in the more expensive equip- 
ment usually demanded in the big 
game field. 


ROASTERS ACTIVE 


As previously stated, holiday goods 
demand is still rather dormant, al- 
though the dealers are buying for the 
Thanksgiving trade, with the expec- 
tation and belief that there will be a 
steady demand as that day draws 
nearer. Cooking utensils, such as 
roasters are moving fairly well, and 
there is some demand for table equip- 
ment; silver ware and carving sets 
are moving out to the dealers for the 
holiday trade. 


STORE SUPPLIES 


Stoves and stove supplies continue 
active, with the first rush of the fall 
season in the background. Furnaces 
and furnace repairs continue of inter- 
est, and this season will probably be 


Moderate Weather Retards Demand 
Prices Are Steady and Unchanged 


fairly good until the end of the year 
at least. In this connection ash cans 
and galvanized baskets are being 
featured by most dealers as being ex- 
ceptionally good merchandise for the 
opening of the heating season. Even 
with the steady increase in the num- 
ber of oil burners being installed in 
this part of the country, there is still 
an excellent market for supplies for 
furnaces using other fuel. 


FARM PRODUCTS 


With an advance in the prices that 
the farmer is receiving for his farm 
products, including stock and dairy 
and poultry products, buying in the 
Northwest would show a steady and 
substantial gain. Surveys made in 
this part of the country show an im- 
mense number of turkeys being raised 
and prepared for the holiday market, 
the volume being large enough to 
make quite some difference in revenue 
for this section of the country for the 
year. This will be liberated in the 
next few weeks. 


UPTURN NEAR 


A survey of many of the leaders 
in mercantile, banking and public 
utility lines in this section recently 
brought out clearly that the public 
in general believe that the bottom of 
the “depression” has been reached, 
and that we are now on the upturn. 
Prices on merchandise are low, and 
retail prices have been adjusted ac- 
cordingly, offering many a tempting 
bargain. Stocks of merchandise, 
while fairly representative in each 
line, are felt to be low, and with the 
return of ‘demand, there will be 2 
correspondingly increasing call for 
merchandise from the dealers to the 
jobbers and manufacturers. Retailers 
in all lines have reduced their stocks 
to a low point, depending upon the 
jobbers to supply them. This condi- 
tion, with the resumption of buying, 
will mean that jobbers and manufac- 
turers will find that they must speed 
up to meet the change in conditions. 

Leaders in industry who have vis- 
ited other sections of the country 
claim that this part of the country is 
exceptionally well situated as far as 
general conditions are concerned, and 
will probably show a turn toward 
better trade earlier than other parts. 
Just how rapid this gain will be de- 
pends upon many factors, not the 
least of which is the attitude of the 
general buying public. That attitude 
of mind can be greatly influenced by 
the leaders in every community. 

Prices are steady, showing no 
changes for this week. 
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Profit from this great truth 
the chains discovered 





The only way to increase volume without increasing costs 
is to let the people “‘see and feel’’ your goods 


O into any chain store, be it 

hardware or be it groceries, and 
you will see how they use open dis- 
play tables and samples to the limit. 
They have discovered a great new 
principle of merchandising. They 
have proved beyond question of 
doubt that the only way to increase 
volume of sales without increasing 
costs is to let people see and feel 
every kind of article for sale. 

If you are going to meet competi- 
tion today, you must not only 
concentrate on the best known and 
fastest selling brand in every line 
but you must display each 
item effectively. You must 
give it a chance to sell itself 
to customers who are wait- 
ing to be served or waiting 


NEW YORK 
Makers of the world’s most complete line of builders’ hardware 


for their purchases to be wrapped. 

Proper display of every line means 
more purchases per customer — and 
that means increased volume at no 
increase in cost. 

Particularly is this true of build- 
er’s hardware. Every customer wants 
to see and examine many styles, 
sizes and types. Only the contractor 
knows what he wants from constant 
purchasing — and often he does not 
realize how many new designs he 
can buy through you until he sees 
them displayed. 

You can sell more builders’ hard- 


P. & F. CORBIN “338° NEW BRITAIN, CONN., U.S. A. 


The American Hardware Corporation, Successor 


CHICAGO 


PHILADELPHIA 


ware, with no more effort and no 
more cost, merely by concentrating 
all of it in one section and display- 
ing a sample of every item on the 
lower shelves or tables. 

Corbin will go out of its way tohelp 
you. Ask your Corbin representative 
about ways and means of improving 
the effectiveness of your builders’ 
hardware department — what new 
samples to get— where they should 
go and why. He knews. Remember 
he has the very latest and cleverest 
plans — not only those used by other 
merchants in his own territory butall 
over the country. For he is 
kept in constant touch with 
them through information 
furnished the factory by 
every other Corbinsalesman. 





© 1930 P. & F. Corbin 








GOOD BUILDINGS DESERVE GOOD HARDWARE 











( 
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NEW YORK: 


New YorRK, Nov. 11. 


Metropolitan wholesalers declare 
that the demand during the past week 
has fluctuated with the weather, in- 
dicating that the stocks of merchan- 
dise on dealers’ shelves is very light. 
It is said that when a few days of 
cold weather prevails the demand for 
seasonable merchandise is stimulated 
almost immediately, while just the 
reverse occurs when it is rainy or fair 
and warm and otherwise unseason- 
able. The cold snap during the lat- 
ter part of last week served to start 
most winter lines to moving at a 
fairly rapid rate and if the low tem- 
peratures continue further improve- 
ment is expected. Jobbers assert that 
a snow accompanying a cold snap 
would result in a rush for a wide 
variety of goods, as they hold the 
opinion that very few stores are pre- 
pared with adequate stocks to supply 
the consumer demand, which would 
result. 


CHRISTMAS GOODS 


Most distributors of holiday mer- 
chandise are rather disappointed in 
the volume of business being consu- 
mated in this line. There are some 
exceptions, but the majority believe 
that the holiday demand is “off” about 
in the same proportion as the general 
volume of business. Toys and wheeled 
goods, and other gift lines for chil- 
dren seem to have held their own bet- 
ter than gift items suitable for adults 
and of the luxury type. There have 
been indications that the general pub- 
lic will seek more moderately priced 
toys this year, as trade in popular 
priced items has been heavier in com- 
parison. One distributor handling a 
popular priced toy item has required 
two car loads to meet the demand this 
year, against one car load last year. 
It is the general opinion of the trade 
that most people with children will 
not stint Xmas expenditures for the 
kiddies unless it is absolutely neces- 
sary. Instead, iteis averred that they 
wll either refrain from giving pres- 
ents to adult members of the family 
or purchase less expensive gifts for 
this purpose than in previous years. 


PRACTICAL GIFTS 


There is good reason to believe that 
consumers will be seeking practical 
and useful gifts to a greater extent 
than ever before this Christmas and 
many dealers who concur in this opin- 
ion are planning special drives for 
the holiday business. They assert 
that the hardware store has a wide 
range of useful and practical gift 
items to offer and through advertising 
and attractive displays they are mak- 
ing preparations for a very brisk busi- 
ness. Tools, electrical appliances, 


fireplace fixtures, cutlery, silverware 





AT A GLANCE 


The demand recently has 
varied with the type of weather 
prevailing. Cold weather ac- 
companied by a good snow 
would do much to stimulate 
business. 

x ok & 
_ Christmas lines are rather 
dull and most wholesalers as- 
sert the holiday demand is 
“off” to about the same de- 
gree as general trade. Toys 
and wheel goods are relatively 
in better demand than other 
holiday lines. 

* * * 

Many stores are preparing 
to stress practical and useful 
gifts, believing that the public 
will seek articles of that type 
this year. 

* * & 

Some increase is noted in 
the demand for builders’ hard- 
ware, due to repairs and alter- 
ations being made by home 
owners for the coming winter 
months. Tools are likewise in 
better demand. 

x * * 

Some wholesalers are plac- 
ing heavy orders for articles 
of high copper content, believ- 
ing that present prices are un- 
usually attractive. Higher 
prices are predicted for screen 


wire next season. 
, 











and many other similar lines are espe- 
cially appropriate. All through the 
present depression it has been obvious 
that the stores which have doubled 
their selling efforts and have gone 
after business with more than the 
usual vim, have held their own re- 
markably well. In some instances in- 
creased volume has actually been at- 
tained by more aggressive methods 
and it is likewise expected that the 
holiday business, so far as hardware 
stores are concerned, will largely de- 
pend upon the amount of effort ex- 
pended in the attempt to get it. 


STAPLE LINES 


The policy of most merchants with 
respect to staple lines seems to be one 
of buying only in quantities large 
enough to take care of immediate re- 
quirements. The rather weak price 
tendency is considered one of prin- 
cipal adverse factors affecting the 


Demand Varies with Weather Conditions 
Collections Are Characterized as Fair 


size of orders. Very little buying for 
advance requirements is reported in 
most lines. However, some whole- 
salers are laying in heavy stocks of 
items having a high copper bearing 
content, apparently in the belief that 
the present price of copper, which is 
now at a record low, will advance in 
the near future. In normal years, 
jobbers have a fair portion of their 
future orders for spring goods booked. 
This year, relatively few orders for 
later delivery have been secured and 
dealers have evidenced a tendency to 
wait as long as possible before placing 
their orders for spring merchandise. 


BUILDING PROJECTS 


Preparations for the winter months 
by home owners who are making re- 
pairs and alterations has slightly im- 
proved the demand for builders’ hard- 
ware and tools. Prices on most build- 
ers’ hardware items have been below 
the manufacturers’ cost of production 
for some time past and rumors are 
current that advances are contem- 
plated on certain of the most active 
items. An increase in residential 
construction is reported, and this of- 
fers some encouragement for further 
improvement in the builders’ hardware 
demand for jobbers and dealers. 

New residential building contracts 
totaling $8,102,100, or 57 per cent, of 
all construction awards during the 
week ended Oct. 24, continued to 
feature the construction record for the 
metropolitan area of New York, ac- 
cording to F. W. Dodge Corporation. 
The awards for residential building 
were lower than those reported for 
any previous week in October, but the 
total for October to date reached 
$38,488,400; this was at the rate of 
$1,924,400 per business day, as com- 
pared with a daily rate of $1,540,800 
for September and a rate of $1,492,100 
for October, 1929. 


SPRING SCREEN WIRE 


It is reported on good authority that 
an entirely new type of screen wire 
made of an aluminum alloy will be 
placed on the market in the Spring. 
The wire, which was developed by one 
of the leading screen wire manufac- 
turers working in conjunction with 
the Mellon Institute, will sell at a 
price below that of copper screen, but 
higher than galvanized wire. Predic- 
tions of higher prices on all types of 
wire screen next season have been 
made, notwithstanding the lower quo- 
tations on most raw materials. 


COLLECTIONS 


Less complaint has been made re- 
cently with regard to the credit situa- 
tion and at the present time it is con- 
sidered fairly satisfactory. 
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STORM PROOF 


TROUBLE PROOF 











THESE FEATURES INSURE STEADY SALES 











Be ready! 





No. 55 Storm-Proof Junior Hanger 





National 


makes hardware to 
serve every building 
purpose—a complete 
line. The items below 
are all big sellers: 


SLIDING DOOR HANGERS 
SLIDING DOOR RAIL 
GARAGE HARDWARE 

DOOR LATCHES 
SCREEN HARDWARE 

STRAP AND TEE HINGES 

HALF SURFACE BUTTS 
MORTISE BUTTS 
ORNAMENTAL HINGES 
CUPBOARD TURNS 
SASH LOCKS 
SASH LIFTS 
































Now is the time for putting storm- proof 
hangers on the job to forestall the ravages of 


winter weather. 


Years of dependable service have made an envi- 
able reputation for 


Natienal 


Barn Door Hangers—Nos. 66, 67, 77 and 88, and 
No. 55 Storm-Proof Junior, with Rail. Through 
the worst of the stormy months ahead, these 
hangers will function smoothly—super duty is 
built into them. 


National hardware is the determined choice of 
careful buyers—its quality stands out. Your 
stock is incomplete without it. Write today for 
full particulars. 


NATIONAL MANUFACTURING 
COMPANY 
STERLING 2 ILLINOIS 





No. 66 No. 77 


Rigid Storm-Proof Door Hanger Flexible Storm-Proof Door Hanger 
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Complete Clothes Line 
Equipment 


HEN a housewife comes to you for the items to 
make up a clothesline, don’t sell her just so many 
feet of line and a couple of pulleys. You know 
that she will soon have trouble with this equipment. 


Show her the advantage of buying the full Stanley 


Clothes Line Equipment: 


Wrought Steel Pulley No. 4100 which is deeply 
grooved to prevent the line from jamming. Finished 
in a rust-resisting Cadmium finish. Specially designed 
bearing insures easy turning of the wheel. A conven- 
ient locking device holds the line stationary and pre- 
vents the clothes from being drawn into the pulley. 


The Wrought Brass Line Clamp No. 7070 is particu- 


larly convenient for tightening or loosening the line 
easily and quickly. ~ 


The Wrought Steel Line Support No. 4101 keeps the 
line from sagging or tangling. Finished in rust-resist- 
ing Cadmium finish. Can be applied instantly by 
merely slipping the line through one side of the frame. 


Sell your customers the complete equipment — they will be more 


satisfied and you will make more money 

















Wrought Steel 
Line Support 
No. 4101 


Wrought Steel 
Pulley 
No. 4100 


Wrought Brass 
Line Clamp 
No. 7070 








THE STANLEY WORKS :: New Britain, Conn. 


STANLEY HARDWARE 
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The only way 
to get all the Remington 
features is to buy a Remington 


Remington Cash Register Model 436 


Business is 


HETHER you have felt it or not, all 

reports show that general business is 
getting better. If you have gone through 
the depression without a Remington Cash 
Register you have suffered a disadvantage. 
A Remington would have enabled you to 
meet the situation more intelligently, 


| ing | 
mproving! 
because it would force you to know more 
about your cash and your daily trans- 
‘actions than other machines can tell you. 
When losses must be borne, Remington 
Registers reduce them. When profits 
are to be made, Remington Registers 
increase them. 


In the past nine years Remington has introduced more new features than all other cash 
register manufacturers combined. 


REMINGTON CASH REGISTER COMPANY, Inc. 
Factory and General Sales Office, Mion, N. Y. 
Subsidiary ada REMINGTON ARMS CO., Inc. 

ers of Remi - Ammunition and Cutlery 


emin eMINEtOM, 





— tcl. C. R. Co. 
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How Cazenovia Merchandises 
Its Snow and Ice 


(Continued from page 38) 


was a greater success than anyone 
had anticipated. The scene was a 
beautiful gorge and waterfall, Chit- 
tenango Falls, where all such ec- 
centrics as tourists, lovers and pick- 
nickers quite naturally gravitate in 
spring or summer; but winter. . 

snowbanks . whistling winds 

. . ice, quite different! 


Perhaps the most important part 
of the winter picnic program was 
the task of a small crew of fur- 
capped, red-faced huskies, who went 
ahead hours in advance in two long 
sleighs that bulged and overflowed 
with shovels, axes, twenty-quart 
coffee pots, fat pine roots, great 
black kettles, Dutch ovens, and 
mysterious boxes of various sizes 
and labels. For giving the inner 
man warm attention does far more 
to successfully put over a winter 
picnic than cooling ice cream can 
accomplish at a summer outing. 

To this end the cook and crew 
cleaned away two feet of snow to 
form a picturesque pit where long 
grids and grills were suspended 
over roaring dry hardwood timbers 
with fat pine kindling. As soon as 
the first winter picnickers arrived 
they were served steaming hot 
drinks. Many had brought. boxes 
of goodies with them, which aug- 
mented the simple fare of the win- 
ter cook’s galley. Children were 
served hot chocolate and adults had 
a choice of coffee and tea. Serving 
as each group arrived greatly fa- 


cilitated what might have been a 
rather huge task otherwise. 

Each person, from experience 
with winter hiking, brought ~ his 
own cup, spoon and fork. 

And each arrived by his favorite 
method of conveyance. All day a 
caravan of bob-sleds and sleighs 
shuttled back and forth the five 
miles to and from town. The young 
folks elected, for the most part, 
skiis or snowshoes and tramped or 
skiied by hill and dale the long way 
to and from the snow-clad picnic 
grounds. Others hitched a rope to 
sleighs and in a long line skijored 
to the picnic and return. It was 
evident that more rode upon the 
return than going in the morning. 
The day was strenuous for all, as 
indeed it must be for warm blood 
to be kept coursing fast enough to 
combat the frost. A winter picnic 
in twenty above zero weather! 

Of course it was no task at all for 
the youngsters to keep warm, for 
the committee saw to it that all 
sorts of athletic events and funny 
stunts were kept going. There was 
the snowshoe race for lean and fat 
men, the hundred-yard dash for 
young men and women, the free-for- 
all races on skiis and webbed- 
frames, the relay races, the hill- 
climbing contests, the snow fights, 
coasting and tobogganing, and the 
most skillful skiiers entertained the 
gallery with sliding and jumping. 
Incidentally, lads who had never 


attempted to master skiis before 
the club was organized easily 
jumped forty and fifty feet the first 
winter; not much, perhaps, com- 
pared with the professional’s long 
flight of a hundred and fifty feet 
through space, but more than satis- 
factory to fond parents. 

With the sun hinting at approach- 
ing eventide, all hands filed past the 
cook’s dug-out on the banks of the 
Chittenango and bartered a hot 
drink for witticism. Then came the 
pilgrimage homeward, a laughing, 
happy throng who had conquered 
winter’s sting and trampled under 
foot Jack Frost’s worst threats. 

The high spot of the winter ac- 
tivities was planned as a winter 
carnival on Washington’s Birthday, 
February 22. 

Naturally a small amount of cash 
must be available for almost other 
incidentals, were cared for by a 
nominal family membership fee 
of one dollar and monthly dues of 
fifty cents during the short period 
of winter sport activities. The 
simple constitution and _ by-laws 
provided -fer a family tax, rather 
than individual, because this worked 
no hardship on large families of 
children; also it made the family 
the foundation for the club’s in- 
terests. 

Promoting winter sports in- 
creased sporting goods sales to a 
point about equal to the regular 
summer volume. It was well worth 
while and everybody was benefited. 

Organized community winter 
sports mean a livelier turnover on 
many things, such as skates, skiis, 
snowshoes, toboggans, wool socks 
and stockings, sweaters and sport 
jackets, warm gloves and caps, 
camp supplies, blankets, and so on. 





~ 
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Crippled Ambition is one of 
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10 SELLING CARTOONS 25¢ 


EACH CARTOON CARRIES A DEFINITE SELLING MESSAGE 


HOW TO ORDER—10 Selling Cartoons, 25c. 
Size 4% x 13 inches, printed on Fine Quality 
Cover Stock Paper, suitable for framing. 


These will be sent by Post Prepaid for 25c. 
in stamps. 


the Tragedies of Life 





ADVERTISING FEATURE 
239 West 39th St., New York City 


Send all orders to 


HARDWARE AGE 
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The “Moly” Smile is Your 
Proof of Perfect BALANCE 


Ww... a gang at work with Wood’s 


Shovels. You'll see their smiling testi- 
mony ... to the perfect BALANCE that 
makes hard shoveling jobs easier. Workmen just 
naturally like the easy hang and heft. Bosses 
will tell you that Wood’s BALANCED 
SHOVELS make a difference in tons of material 
moved each day with the least amount of 


sweating and straining. 


There’s a perfectly BALANCED Wood’s 
Shovel of just the right type and right 
price to suit your customers’ needs. You’ll 
smile, too, when they express their satisfaction 


and re-order time and time again. 


THE WOOD SHOVEL AND TOOL COMPANY 
Piqua, Ohio 


Wood's Shovels 


“Moly”’—“Big Fist” —“Piqua” 





8 


Checking Points 
for the 


. Shovel Buyer 


Invite your customers to conduct their 

own comparison tests. Let them convince 

themselves that Wood's Shovels excel 
at all eight vital points. 









Sf Hardness and 
% Toughness 





( 





y) f Balance 


Grip 


° 
‘i ~ 
5 ff mm 


Service 
Record 




















Reliability 
7 of Dealer 
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Mhayaote Hammers 
have BuyingAppeal. 
When a customer 
takes one in his 
hand. hefts it, swings 
it, and tests its re- 
markable “hang.” 
he knows instine- 
tively that it’s his 
hammer. 

You'll sell more hammers if you 

display and recommend Maydoles. 

Your jobber can supply you with 


standard assortments or the styles 
and weights you need. 


Write for free supply of Pocket 
Handbooks 23 “C” 


Ma y Cf ole 


aa arte rs 
The David Maydole Hammer Co, Norwich NY 























A Modern Store, Concentrated Buying Meets 
His Competition 


(Continued from page 34) 


had been sold during the year. 
The popularity of each utensil 
was also shown by the number 
of that utensil which were sold. 
While on this subject Mr. Redd re- 
marked that he had learned his 
lesson and carefully avoids assort- 
ments of enamelware, which, he 
says, usually embrace some slow 
sellers. 

In this connection, it is interest- 
ing to know that Redd’s prices on 
enamelware are under chain and 
mail order branch store competi- 
tors, offering ware of the same 
color, but of inferior quality. In 
fact, Mr. Redd stated that he does 
not find it at all difficult to profit- 
ably undersell the chains in numer- 
ous instances. He is selling heavier 
plated table silverware than that 
sold by the chains at the same price 
they are asking for lighter plated 
similar items. In order to obtain a 
low cost price 215 dozen pieces of 
silverware were purchased at 90c. 
per dozen to retail at 10c. a piece. In 
a like manner 515 dozen pieces of 
chinaware were purchased at 85c. 
per dozen and sold for 10c. a piece. 
While chain stores sell china cups 
and saucers at 10c. each, Redd’s 
price is 10c. for the set, consisting 
of cup and saucer. In both of the 
instances mentioned, thé margin of 
profit was not large, but the rapid 
turnover made both transactions 
show a good profit. Glassware is 
another of several lines on which 
the Redd store is prepared to offer 
lower prices than its chain store 
competitors. At every opportunity 
the point that patrons can buy just 
as reasonably at Redd’s is stressed 
and that they have the added con- 
veniences of a charge account and 
delivery service. 

It is the practice of the store to 
switch merchandise around fre- 
quently to freshen up the general 
appearance. People realize that 
they will see something that has 
escaped their attention on previous 
visits as a result. Thus every visit 
holds its share of surprises. A 
saleslady is directly responsible for 
that section of the store which dis- 


plays housewares and kindred lines 
and this fact accounts for an ex- 
ceptionally neat and well arranged 
display embracing a wide variety of 
items tempting to any housewife. 
Mr. Redd says the saleslady “makes 
us more money than anybody in the 
house.” Lots of women, he says, 
come into the store who will not 
let anyone else wait on them. A 
saleslady is a decided asset in gain- 
ing and holding the patronage of 
women. Since the store was re- 
modeled the percentage of women 
customers has steadily increased 
and this is solely attributed to the 
more inviting appearance of the 
modernized establishment. 

In the housewares department 
the idea of displaying the larger 
items in neat rows with a talking 
display card bearing the price and 
other pertinent information on an 
easel directly in back of each row is 
extensively used with fine results. 
One card reads as follows: ‘“Cov- 
ered Pitchers—Large 39c.—Small 
25c.” Some types of merchandise 
not usually found in hardware 
stores, similarly located, are promi- 
nently displayed and enjoy a brisk 
demand in the Redd store. One 
outstanding example is one open 
display table completely filled the 
school supplies of every description, 
including tablets, school bags, pen- 
cils, note books, ink, pen holders, 
foolscap paper, lose leaf note book 
covers, etc. Another table is de- 
voted in its entirety to work gloves 
for both men and women. The 
gloves retail at prices ranging from 
10c. to 75c. per pair, and Mr. Redd 
remarked that it is surprising how 
many gloves are sold, especially to 
women who use them for garden- 
ing, driving and similar purposes. 

In company with many other good 
merchants, Mr. Redd has been face 
to face with some genuine problems 
during the past nine months. Au- 


thorities have said that Central 
Kentucky was worse hit by the 
drought than any other section in 
the country. Nevertheless Redd’s 
sales for the year are only 14 per 
cent behind last year’s, in compari- 
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son to the average decline of 275 
for the country as a whole. This 
despite the fact that during the 
first six months of the year Mr. 
Redd was away from the store due 
to illness. Net profits for this year, 
however, are expected to compare 
favorably with 1929. How was it 
accomplished? Well, it is obvious 
that overhead expenses were re- 
duced, but not to extremes which 
would tend.to hamper sales. Mr. 
Redd was careful to emphasize that 
no curtailment of advertising was 
practiced and no attempt was made 
to lower the light bill, which is 
large, as the store believes in using 
plenty of light at all times. To 
endeavor to reduce the expenses 
mentioned, as well as some others 
would be a foolhardy precedure in 
Mr. Redd’s estimation. 

When he discovered that sales 
were not up to normal upon his re- 
turn to the store after an illness 
of six months, the steps that were 
taken to reduce expenses were as 
follows: Two extra persons had 
been employed during Mr. Redd’s 
illness—a lady bookkeeper and an 


extra man on the sales floor. The 
salesman received $80 per month, 
while the lady bookkeeper received 
$72. Both of these expenditures, 
together with another amounting 
to $82.50 per month, were elimi- 
nated. Due to the pains taken 
by the store in making collections, 
sufficient funds were on hand to pay 
off a $5,000 note at the bank, sav- 
ing the store $25 per month inter- 
est. Thus a total savings of $236 
per month was effected. One pre- 
caution that enables the store to 
keep outstanding accounts at the 


minimum is always mailing cus- | 


tomer’s monthly statements, so that 
they will reach the patron in the 
first delivery of the mail on the first 
day of the month. Mr. Redd says 
that this is the old, old story of the 
early bird getting the worm. In 
conclusion, however, bear in mind 
that Mr. Redd is convinced that it 
would have been an impossibility to 
reduce overhead expenses to the ex- 
tent mentioned had he still been 
using old fashioned fixtures and less 
modern merchandising methods. 





Increased Business Paid for His 


Remodeling 


(Continued from page 47) 


and merchandise on display is not 
kept orderly. Merchandise loses 
its appeal when the season for it 
has past. Items must be displayed 
in advance of the season, and put 
away when their appeal is lost. 

“We watch this very closely, 
and change our displays on the 
center display tables especially, 
so that the customer always finds 
what is most attractive to them, 
where it meets the eye and invites 
inspection. 

“Under our plan every compart- 
ment in the store is cleaned and 
rearranged at least once a week. 
This work is done according to 
system, and not in a haphazard 
manner. Each day there are cer- 
tain appointed tasks. Only in this 
way can a modern store be kept 
clean and attractive.” 

“Clean and attractive” seems to 
be the yard stick by which every- 
thing in the store is measured. 
And this yard stick is used con- 
stantly, not just occasionally. The 


success of the plan is indicated by 
the fact which was stated some 
time ago, and, to again quote Mr. 
Juni, “All of this work and seem- 
ing expense has already been paid 
for in the increase in our bus- 
iness during the period of two 
years since we made the change.” 

“I am not so sure that our plan 
would work to advantage in every 
store,” said Mr. Juni, “for with- 
out the strict compliance with the 
rule about keeping up the displays 
and the cleanliness, new fixtures 
will not sell merchandise as they 
should. Nothing is any more un- 
inviting than a store well equipped 
and poorly serviced in this way.” 

The Juni Hardware Company 
was founded many years ago by 
the father of the Juni brothers 
who still own and operate the 
store. Their aim has always been 
to serve their customers to the 
best of their ability and to keep 
their store in the foremost ranks 

(Continued on next page) 
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Bakatax display cartons and 
individual boxes are mod- 
ernly designed and attrac- 
tively printed. With their 
bright color scheme of black, 





white and green, they have 


a real sales appeal. 


This new line of tacks offers many 
unusual advantages which put them 
in the profit-making class. Write for 
free sample, and give your jobber's 
name. Geo. Baker & Sons, Inc., 
Brockton, Mass. 


BAKATAX 

















Speed Up 
the 
Wheels of 


| Industry 


Write to your jobber 
today for any of the 
merchandise adver- 
tised in these pages. 
Don’t wait for the 
iobber’s salesman. 


You may forget. 
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How Jansky Deals in Juvenile Joy 


portant customers. For the babies 
under two Mr. Jansky offered a se- 
lection of ten simple toys. 

“These little trundle-carts,” said 
Mr. Jansky, “appeal to both the 
babies and their parents. Con- 
servative fathers and mothers are 
more likely to buy them during the 
holidays than at any other time. 
Though they take the place of 
baby carriages, they are looked 
upon as gifts, just the same, and 
they delight the babies. Of 
course, we sell baby carriages, 
too. 

“Girl babies, apparently, de- 
velop the housekeeping instinct 
early. They are delighted with 
the toy brooms, toy mops and toy 
carpet sweepers that we carry. 
And we have a showcase full of 
dolls for their benefit. 

“Pull toys, I find, are the best 
for the little boys. Yet it is re- 
markable how early they under- 
stand the fun to be had from air- 
plane playthings. Such toys sell 
readily for boys of all ages. 

“This winder for the rubber- 
band ‘motor’ of an airplane that 
really flies is instantly recognized 
by boy babies under three. Boys, 


(Continued from page 31) 


in general, are air-minded now- 
adays. They want quick-action 
planes, something that they can 
fly immediately without any pre- 
liminaries.” 

Wheel goods, sleds, skates and 
bicycles, of course, stir the play 
and sporting desires of the dlder 
boys. Juvenile desks appeal to 
the ambitious young “executive.” 
The Jansky selection of Christmas 
toys is wide. Complete enumera- 
tion would sound too much like a 
catalog. 

One item is a police outfit con- 
sisting of cap, star, whistle and 
billy-club; even a gilded “chief” 
badge for the cap is included. 

Miniataure aluminum table and 
kitchen sets for little girls are 
among the offerings; games ga- 
lore; toy irons; rubber balls; 
books of fairy tales go - well; 
blackboards on folding easels de- 
light the studious; drums; toy 
“Zeps”’; fuzzy and rather expen- 
sive toy dogs are displayed and 
sold along with the dolls, many of 
which are of high quality; bows 
and arrows; teddy bears; large 
dump trucks and steam shovels 


for the future contractor; doll 
buggies; moving vans. 

In short, toys for all ages and 
all sizes of boys and girls of every 
taste, are pushed at Christmas 
time by Tom Jansky. His toy 
volume of $6,000 for the brief holi- 
day period of 1929 attests eloquent- 
ly to the practical results achieved. 
But he doesn’t quit the toy busi- 
ness as soon as the so-called sea- 
son is over; but stretches that sea- 
son clear around the year. 





Increased Business 


Paid for Remodeling 


(Continued from preceding page) 


of the hardware fraternity, in ap- 
pointments and stock. And they 
are known throughout their com- 
munity as square shooters and 
progressive business men. 

Jordan has figured in Minnesota 
history ever since the days of the 
early settlers. Some of the battles 
of the settlers and Indians were 
staged at this spot, and many of 
the descendants of those settlers 
still have their homes in the 
valley. 





Jansky windows during the holiday season are trimmed with juvenile interests in mind 
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OOO a 
We are giving a 


Priscilla Corn Popper 


To every retail sales person who sells 
one dozen or more between now and 
, January Ist 














The Priscilla No-Shake Corn Popper is the only pop- 
ular priced corn popper on the market that butters 
and salts each kernel as it pops. Besides, it can be 
instantly converted into a kitchen utensil for every- 
day use, by simply removing the wire from the cover. 


This Corn Popper is only one of the big sellers in the 
Priscilla Line of over 
240 Aluminum Cooking Utensils 


A moderately priced line of dependable aluminum, 
backed by an unlimited guarantee and a sales policy 
that protects the independent merchant. 


This tag on every Pris- 
eilla utensil helps make 
sales, 
Guarantee 
tion. 


because it’s a 
of Satisfac- 





This Seal of Approval is 
the housewife’s further 
assurance of dependabil- 
ity. 





Leyse Aluminum Co. 
Established 1903 23 Kilbourn St., Kewaunee, Wis. 
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ea often forget for weeks on 
end to buy some needed article. 

Such good intentions add nothing to your profits. 
This is “lantern-time!” A display of Dietz Lan- 
terns NOW will jog forgetful memories and make 
sales that may otherwise be long delayed or lost 
because the sale is made elsewhere. 


If you desire a Window Trim, write us. 
We will gladly send it without charge. 


R. E. DIETZ COMPANY 
60 LAIGHT ST., NEW YORK 


Largest Makers of Lanterns in the World—Founded 1840 
Output distributed Through the Jobbing Trade Only 


DIETZ. 


S LANTERNS 
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Past the Halt 
Million Mark 


and still selling steadily 


Unassuming by nature these Rixson 
(Casement Holders have proved that 
popularity sometimes seeks out simple 
things and brings them fame. In such 
cases it is on merit alone that these 
articles sell. There are over half a 
million of these Rixson Casement Hold- 
ets in use today not only on casement 
windows but on transoms. Design for 
positive friction control and for sim- 
plicity make the No. 35 and 135 prac- 
tical. They hold securely against wind 
and drafts, but are adjustable to the 
touch of a woman’s hand. Made in 
brass, bronze and steel in four sizes, 
each model can be adjusted to steel or 
wood sash of practical and moderate 
size. 








THE OSCAR C. RIXSON COMPANY 


4450 Carroll Avenue 
New York Office: 101 Park Ave., N. Y.C. 
Philadelphia Atlanta New Orleans Los Angeles 
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Builders 


Overhead Door Checks 
Floor Checks, Single Acting 
Floor Checks, Double Acting 
Olive Knuckle Hinges 
Friction Hinges 


Adjustable Ball Hinges 
Butts, Pivots and Beits 


N 
EPO 


Door Stays and Holders 


Chicago, IIL. 


Winnipeg 


* Hardware 


Casement Operators & Hinges 
Concealed Transom Operators 


“You Can Stake Your Reputation on 
Rixson Hardware Specialties” — 











Coming Conventions 


ARKANSAS RETAIL HARDWARE ASSOCIATION CONVEN- 
TION, Hotel Marion, Little Rock, May, 1931; exact dates 
to be decided later. L. P. Biggs, secretary, 815 Southern 
Trust Building, Little Rock. 

CALIFORNIA RETAIL HARDWARE AND IMPLEMENT ASSO- 
CIATION CONVENTION, San Francisco, February, 1931. 
LeRoy Smith, secretary, 112 Market St., San Francisco. 

CAROLINAS HARDWARE ASSOCIATION CONVENTION, 
June 9, 10, 11, 1931; place to be decided later. Arthur 
R. Craig, secretary, 804-806 Commercial Bank Building, 
Charlotte, N. C. : 

CONNECTICUT HARDWARE ASSOCIATION CONVENTION, 
February, 1931; date and place to be decided later. 
Chas. R. Freeman, secretary, Branford. 

IDAHO RETAIL HARDWARE AND IMPLEMENT DEALERS’ 
ASSOCIATION CONVENTION, Boise, Jan. 27, 28, 29, 1981. 
Headquarters, Owhyee Hotel. E. E. Lucas, secretary, 
Hutton Building, Spokane, Wash. 

ILLINOIS RETAIL HARDWARE ASSOCIATION CONVENTION 
AND EXHIBITION, Hotel Sherman, Chicago, Feb. 10, 11, 
12, 1931. Paul M. Mulliken, Managing Director, 14-16 
North Spring St., Elgin. R. Y. Wallace, Director of 
Exhibits, Elgin. 

INDIANA RETAIL HARDWARE ASSOCIATION CONVENTION 
AND EXHIBITION, Manufacturers’ Building at the 
Indiana State Fair Grounds, Indianapolis, Jan. 27, 28, 


29, 30, 1931. Hotel headquarters, Claypool Hotel. G. F. 
Sheely, secretary, 911 Meyer-Kiser Bank Building, 
Indianapolis. 


IowA RETAIL HARDWARE ASSOCIATION CONVENTION 
AND EXHIBITION, Des Moines, Feb. 10, 11, 12, 18, 1981. 
Convention sessions at the Hotel Savery; Hardware Ex- 
hibition at Des Moines Coliseum. A. R. Sale, secretary, 
Hardware Building, Mason City. 

KENTUCKY HARDWARE AND IMPLEMENT ASSOCIATION 
CONVENTION AND EXHIBIT, Brown Hotel, Louisville, 
Jan. 20, 21, 22, 28, 19381. J. M. Stone, secretary- 
treasurer, Room 308, Republic Building, Louisville. 

MICHIGAN RETAIL HARDWARE ASSOCIATION CONVEN- 
TION AND EXHIBITION, Grand Rapids, Feb. 3, 4, 5, 6, 
1931. Headquarters, Hotel Pantlind. Exhibition at 
Waters-Klingman Exhibition Building. A. J. Scott, 
secretary, Marine City. Karl] S. Judson, Exhibit Man- 
ager, 248 Morris Ave., Grand Rapids. 

MINNESOTA RETAIL HARDWARE ASSOCIATION CONVEN- 
TION, Feb. 17, 18, 19, 20, 1931; Municipal Auditorium, 
Minneapolis. Charles H. Casey, manager-treasurer, 
2344 Nicollet Ave., Minneapolis. 

MISSISSIPPI RETAIL HARDWARE ASSOCIATION CONVEN- 
TION, Buena Vista Hotel, Biloxi, June 15, 16, 17, 19381. 
Guy Nason, secretary, Starkville. 

MIssouRI RETAIL HARDWARE ASSOCIATION CONVEN- 
TION AND EXHIBITION, New Jefferson Hotel, St. Louis, 
Feb. 24, 25, 26, 1981. F. X. Becherer, secretary, 5106 
North Broadway, St. Louis. 

MONTANA IMPLEMENT AND HARDWARE ASSOCIATION 
CONVENTION, Great Falls, Mont., Feb. 12, 18, 14, 1931 
A. C. Talmage, secretary-treasurer, Bozeman. 
(Continued on page 80) 
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No. 220 


, ae 


the life of any structure 


GRIFFIN HINGES 


Potential customers, too, if your toy | prove worthy of the im- 
line is carefully selected to include ; 

what little girls find desirable. In the portant part they play 
second week’s issue each month ba ; : 

Hardware Age has specialized edi- | an daily service. 





torial features on toy merchandising, 
and the editors never lose sight of the | 
fact that there are just as many little | RI FFIN 
girls as little boys in the families of | 
anufacturing (Company 


ERIE, PENNSYLVANIA 


HARDWARE AGE = *E SENSOR 


NEW YORK: 45 Warren ST. BOSTON: 76 BATTERYMARCH 


your customers. 














239 WEST 39th ST. NEW YORK CITY | CHICAGO: 555 W. RANDOLPH ST. SAN FRANCISCO: 703 Market St. 
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You'll be interested 


in details and prices 


of BLAIR 
LOW-PRICED MOWERS 





Write today for details and prices on 
this new Blair line. You'll be surprised 
at the quality and material you get in 
a line designed to meet low-priced com- 
petition. : 


—And remember— 


that every one of these mowers carries 
the famous Blair name—known over 
fifty years for quality. Every mower 
in this new line is backed by the Blair 
guarantee—carries Blair exclusive fea- 
tures such as the Drawceut principle. 


—Now— 


when customers walk into your store 
you can show them a complete Blair line 
—a display which will increase your 
sale of profitable high-grade mowers 
such as the Hercules, Pilgrim, Auto- 
matic and Universal. 


Ask your wholesaler for details and 
prices or write us. 


BLAIR MANUFACTURING COMPANY 


Est. 1879 
Springfield, Massachusetts 











BLAIR Drawcut 
LAWN MOWERS 











Coming Conventions 


(Continued from page 78) 


MOUNTAIN STATES HARDWARE AND IMPLEMENT ASSO- 
CIATION CONVENTION, Denver, Colo., Jan., 1931; exact 
dates to be decided later. John T. Bartlett, secretary, 
2005 Mapleton Ave., Boulder, Colo. 

NATIONAL ELECTRIC LIGHT ASSOCIATION CONVENTION 
AND EXHIBITION, Atlantic City Auditorium and Con- 
vention Hall, Atlantic City, N.-J., June 8, 9, 10, 11, 12, 
1931. A. Jackson Marshall, secretary, 420 Lexington 
Ave., New York City. 

NATIONAL HOUSE FURNISHING MANUFACTURERS’ ASSO- 
CIATION EXHIBITION, Stevens Hotel, Chicago, Ill., Jan. 
11-17, 1931. Warren Edwards, secretary, 308 West 
Washington St., Chicago, III. 

NEBRASKA RETAIL HARDWARE ASSOCIATION CONVEN- 
TION AND EXHIBITION, University Coliseum, Lincoln, 
Jan. 27, 28, 29, 30, 1931. Headquarters, Lincoln Hotel. 
Geo. H. Dietz, secretary, 414-419 Little Building, 
Lincoln. 

NEW ENGLAND RETAIL HARDWARE DEALERS ASSO- 
CIATION CONVENTION AND EXHIBITION, Boston, Feb. 
25, 26 and 27, 1931. Convention at Paul Revere Hall, 
Exhibition at Mechanics Building. George A. Fiel, 
secretary, 80 Federal St., Boston, Mass. 

NEw YorRK STATE RETAIL HARDWARE ASSOCIATION 
CONVENTION AND EXPOSITION, Rochester, Feb. 17, 18, 
19, 20, 1931. Headquarters, Hotel Seneca. Sessions 
and Exposition at. Edgerton Park, John B. Foley, sec- 
retary, 510 Hills Building, Syracuse. Martin Van 
Dussen, Manager of Exposition, 286 North St., Roches- 
ter. 

NoRTH DAKOTA RETAIL HARDWARE ASSOCIATION CON- 
VENTION AND EXHIBITION, Minot, Feb. 10, 11, 12, 1931. 
C. N. Barnes, secretary, Grand Forks. 

OHIO HARDWARE ASSOCIATION CONVENTION AND 
EXHIBITION, Cleveland, Feb. 17, 18, 19, 20, 1981. Head- 
quarters, Hotel Cleveland. Exhibition in Public Audi- 
torium Annex. James B. Carson,-secretary, 708 Mutual 
Home Building, Dayton. 

OKLAHOMA RETAIL HARDWARE ASSOCIATION CONVEN- 
TION, Masonic Temple, Oklahoma City, Jan. 27, 28, 29, 
1931. Charles F. Nelson, secretary, 207-208 Bloom- 
field Building, Oklahoma City. 

OREGON RETAIL HARDWARE & IMPLEMENT DEALERS’ 
ASSOCIATION CONVENTION, Portland, Feb. 10, 11, 12, 
1931. Headquarters Multnomah Hotel. E. E. Lucas, 
secretary, Hutton Building, Spokane, Wash. 

PACIFIC NORTHWEST HARDWARE & IMPLEMENT ASSO- 
CIATION CONVENTION, Spokane, Wash., Feb. 4, 5, 6, 1931. 
Headquarters Davenport Hotel. E. E. Lucas, secre- 
tary, Hutton Building, Spokane, Wash. 

PENNSYLVANIA AND ATLANTIC SEABOARD HARDWARE 
ASSOCIATION, INC., CONVENTION AND EXHIBITION, Com- 
mercial Museum, Philadelphia, Feb. 10, 11, 12, 13, 1931. 
W. Glenn Pearce, secretary-treasurer, 610 Wesley 
Building, Philadelphia. 

SOUTHERN CALIFORNIA RETAIL HARDWARE ASSOCIA- 
TION CONVENTION AND EXHIBITION, Feb. 24, 25, 26, 1931, 
Ambassador Hotel Auditorium, Los Angeles. J. V. 
Guilfoyle, secretary, 420 E. 8th St., Los Angeles. 

(Continued on page 82) 
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BATTERIES 


Dry batteries — radio, ignition, telephone, flash- 
light, lantern—that exceed the requirements 
imposed by U. S. Government specifications. 





TUBES 


Sturdy radiotubesthatare actually, provablybet- 
ter—that make the best program a little better. 








Flashlights in a wide range of styles and sizes, 
including the Rotomatic line, with the Roto- 
matic Switch—like the safety on a firearm. 


FRENCH BATTERY COMPANY 
Factory: MADISON, WISCONSIN 
General Sales Office: 20 North Wacker Drive, Chicago 








Nicknames 
Tell 
the Story 








ESICO 


(Reg. U. S. Pat. Off.) 


JUNIOR 


MECHANIC who takes a liking to a 
tool of a certain make frequently 
gives ita nickname. We often hear 
shop men prefer to Esico Jr. as “a 
humdinger’—‘“a pippin’—or “a dandy.” 
Expressions of this kind tell us better 
than fine phrases that the mechanic ap- 
preciates the quality we have built into 
this beautiful tool. 

Esico Jr. embraces the identical fea- 
tures that put our regular line into the 
U. S. Navy—and made it the choice of 
nearly every radio and electrical factory 
in the country. 


Heating Element—nickel chrome, wound 
on selected mica insulation. 

Anti-heat Handle, dark mahogany. 

Long-life replaceable forged copper tip. 

One-piece case, blue steel. 


Give the Esico Jr. Merchandising 
Card a place on your counter and cash 
in on the Esico quality reputation with 
this profitable, fast moving item. 





Retails at 


$2.75 


An 85 watt tool. 
Weight 16 ozs. 
Packed 6 in indi- 

vidual boxes. Or 3 

in boxes and 3 on 

pay A card. From 

your ber—or write S o 

us if he can’t sup- Electric Soldering Iron Co., Inc. 

ply you. 135-143 W. 17th St., New York, N. Y. 
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AMERICAN WIRE FABRICS CORPORATION 


TINY TACKS CAN 
MAKE LARGE RESALES 


Even so small an item as a 
box of tacks can be filled with 
messages of good will. Atlas 
Tacks and Small Nails are 
sharp, clean-cut items that will 
bring your customers back for 
more. 

A complete line is always 
available in both quality and 
price range. Ask your jobber 
for them by name. 


ATLAS TACK 
CORPORATION 


FAIRHAVEN, MASS. .. . ST. LOUIS, MO. 





SREEEEEEERERERES 


i 





cs 


CLINTON 
PRODUCTS 


for the Hardware Trade 


Poulty Netting Perfection Door 
Hardware Cloth Springs 
Screen Wire Cloth Wire Cloth Line 
Nails and Brads 





/ i =: / IW 


Subsidiary of Wickwire Spencer Steel Co. 
New York Chicago San Francisco 
Worcester Buffalo 
Los Angeles Seattle 


Cleveland 
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Why It Makes Sales 


This Orange and Blue 
Counter Display Carton 
gets quick attention. 






Customers stop and 
read the different 
uses of Slipknot 
Friction Tape 
printed on_ the 
cover and are re- 
minded of some 
need for it. 


When they learn 
that this Friction 
Tape is guaranteed [Mf ‘ 
to stick and Cannot /Eaeee 
Dry Out they buy ix. 

it and iry it. ee 


After that— 
steady repeats and 
profit. 


a ee 


Put up especially for the Hardware Trade in 1, 2, 4 and 
8 oz. rolls in Orange and Blue packages. Attractive 
counter display carton for 1 and 2 oz. rolls. We special- 
ize in Friction Tapes. 


SOLD THROUGH JOBBERS 


Also manufacturers of Rubber Heels and Composition Taps 
RUBBER BANDS “DIME ASSORTMENT” DISPLAY CARTON 


Plymouth Rubber Company, Inc. 
1000 Revere St. Canton, Mass. 














Stock These 


SIZES 
12°-14"-18" 


Every hardware store with 
a mechanics’ tool depart- 
ment should stock Porter 
Cutting Tools in these 
three sizes to meet the 
average requirements of 
mechanics, householders 
and auto mechanics. 


Other sizes sell more gen- 
erally in the industrial field 
and are quickly available 
from stocks of leading 
jobbers. 

The range of sizes a store 
should carry varies with 
the store and its trade but 
these three sizes have a 
very general sale. 


If you are not stock- 
ing Porter Tools ask 
your jobber about 
them —or write for 
catalog. 














PORTER €kP cireaiena Pebiees 


H. K. Porter, Inc., 8 Ashland St., Everett, Mass. 








Coming Conventions 


(Continued from page 80) 


SOUTHEASTERN RETAIL HARDWARE AND IMPLEMENT 
ASSOCIATION CONVENTION AND EXHIBITION, Atlanta, Ga., 
May 12, 18, 14, 1931. Walter Harlan, secretary- 
treasurer, 701 Grand Theater Building, Atlanta, Ga. 

SouTH DAKOTA RETAIL HARDWARE ASSOCIATION CON- 
VENTION, New Auditorium, Rapid City, Feb. 3, 4, 5, 
1931. Headquarters, Alex Johnson Hotel. Charles H. 
Casey, manager and treasurer, 2344 Nicollet Ave., 
Minneapolis, Minn. 

TEXAS HARDWARE AND IMPLEMENT ASSOCIATION CON- 


| VENTION, Baker Hotel, Dallas, Jan. 20, 21, 22, 1931. Dan 


Scoates, secretary, College Station. 
VIRGINIA RETAIL HARDWARE ASSOCIATION CONVEN- 
TION AND EXHIBITION, Richmond, Feb. 24, 25, 26, 1931. 


| Thos. B. Howell, secretary, 802 Broad St., Richmond. 


WEST VIRGINIA HARDWARE ASSOCIATION CONVENTION 
AND EXHIBITION, Charleston, Jan. 20, 21, 22, 1981. 
Headquarters, Daniel Boone Hotel. Exhibition in the 
Armory Building. James B. Carson, secretary, 708 
Mutual Home Building, Dayton, Ohio. 

WESTERN RETAIL IMPLEMENT AND HARDWARE ASSO- 
CIATION CONVENTION, Kansas City, Mo., Jan. 20, 21, 22, 
1931. Headquarters, Hotel President. Sessions in Mis- 
souri Theater. H. J. Hodge, secretary, Abilene, Kan. 
Western Hardware Show in connection. Louis W. 
Shouse, secretary, Convention Hall. 

WISCONSIN RETAIL HARDWARE ASSOCIATION CONVEN- 


| TION AND EXHIBITION, Milwaukee Auditorium, Milwau- 





kee, Feb. 3, 4, 5, 6, 1931. B. Christianson, secretary, 


Stevens Point. 


C. M. McClung & Co. Make Backs 
Of Invoice Envelopes Serve 
Advantageous Purpose 

An original idea for putting the backs of regular No. 9 
invoice envelopes to a beneficial use is being employed by 
C. M. McClung & Co., hardware wholesalers of Knoxville, 
Tenn. The idea, which utilizes the backs of envelopes as a 
direct mail advertising medium, stresses seasonable mer- 
chandise in particular. 














f\ Ses i lg cal E wr 
ieee Thanksgiving Day Po ok 
| MSClung Hardware for Every Hour! 
' 
5 A.M - 5 P.M. 
Light Torridette Heater ff Victor sy Fini 
j Use Sanitary Dairy Pail! ye / - ean bo Ware 
antes rot \ 
6A.M 9 A.M. ——— 12A.M. P.M. 
Sunes Coston Je Shoot Peters Ammunition tay berm Kotte Pratey ten O4 
fo See et Skillet 10 A.M Manipulate Rogers Si 7P.MN 
| Pry Ham in G Skillet PO et gm 1PM. PON 
7A.M Cotton Trot Line as —_ ase aaa alee \ 
Meniantie Community Plate Heating Coat Pockets are ful! Ride on os. % Tires 8P. M. We 
| "fame Woe 11 A.M M. =~ [ter teat Lagan Bot % 
j 8 A.M. Odor of Turkey basting in Continue riding on Manshelds - — \ 
Take down Cherokee Shotgun Viko Aluminum Roaster 4PM 9 P.M. 
‘Don Cranberry Hunting Coat Mansfields still giving mileage ‘Set Baby Ben j 
/ Short Haul To You! C. M. MSCLUNG & CO. Just Over at Knoxville! 


The back of one envelope, which is being currently used, 
is reproduced. Turkey Day hardware is emphasized in 
short and pertinent phrases that start the recipient to 
thinking about goods which will be needed to satisfy the 
Thanksgiving demand, and at the same time serves to con- 
vey the jobbers’ invoice to the dealer. 

The same idea could just as effectively be employed by 
retailer hardware dealers, either in the same manner or in 
their newspaper and direct mail advertising campaigns. On 
the particular envelope shown, a turkey is reproduced in 
colors, on its front, which attracts further attention to the 
approaching Thanksgiving season. 
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Spring Hinges of Quality 


~~-(CHICAGO)— 


SPRING HINGES 


Ghere Is No Substitute for Quality 





That is why the Chicago 
Spring Hinge Company 
by correct design, quality 
of materials used and 
workmanship aims to 
make “Triplex” Lavatory 
Door Spring Hinges the 
best on the market. 


For the same reason 
Owners, Architects and 
Contractors, who strive 
to build with credit to 
their name or profession, 
select Chicago Spring 
Hinges for buildings which they plan and erect. 








Type 2242 


Hardware Dealers will find “Spring Hinges of 
Quality” easier to sell. 


Send for New Catalogue No. H47 


Chicago Spring Hinge Company, 


CHICAGO NEW YORK 
U.S.A. 





The New 
Boston Rubber Chair Tip 


The Tip and Its Parts 


Brass Nail 


SprinGriP Trade Mark 


Brass Washer 


S 


The Rubber Tip with 
the Brass Washer 
and Nail Moulded in 
Same. 





Spring 
Socket 





Patented 
Send for Catalogue 


THE ELASTIC TIP CO. 


Manufacturers of Rubber Specialties 





370 Atlantic Avenue, Boston, Mass. 








Stock 


and Profit with 


UALITY 
Products 


re 


ite foul 


LOOK FOR THE “G«B” LABEL - - YOUR PROTECTION AGAINST SUBSTITUTION 


Galvanized ng | F Catt ing re 


LIGHT 
and ~ r 14-16-18 Mesh 
iT 
in all grades 14-16 Mesh 


PREFERENCE: pay = — = byt the se 


and SERVICE which have established the name of “G & B” as a guaranty of dependability 


The Gilbert & Bennett Mfg. Co. 


Established 1818. America's Oldest Woven Wire Factory-Manufacturers 


WIRE CLOTH, NETTING and FENCING 
sa Galvanized Steel Wire Lloth in all Meshes and Gauges 








* F R E E—the 
Syeulee ) booklet which 

M/ shows the way 
| to a big gain in 
sales anywhere. 


How to do more business—how 
to get more customers—how to 
make more money in the same 
old store. 

The methods described are easy 
to apply—proven in practice— 
and can be employed by small 
stores as well as large. Fifty 
years of intimate contact with the 
retail hardware business enables 
the Heller Company to speak 
with authority and understand- 
ing. This system is founded on 
practice, not theory. It works. 
And it pays. 


Send for your copy today. It’s Free. 


HELLER 


Business Building Store Equipment 


Sign in the W. C. Heller & Co. 


Margin 700 Bryant St., 
Montpelier, Ohio 



































DOT cp jertorsim 
BF Brees YUU HOME WET weer 


DOT Weatherstrip 


is a profitable and fast-selling item. 
It is made of the very finest materials 
and attractively packed. Write for 
prices and other information. 





FREYDBERG BROS., INC. 








FACTORIES: 
New York 
Chieago 
Baltimore 
Philadelphia 


OFFICES 
IN EVERY 
BIG CITY 


11-19 West 19th St. 
New York City 























EXACT MEASUREMENT 


Profit or loss on Screen Cloth is often 
merely a question of cutting it! Un- 
certain measurements are respon- 
sible for much grief in the sale of 
this essential item. 

This is why it is so profitable to 
handle the Sun-Red Edge line. The 
measuring every six inches and the 
red line along the edge absolutely 
prevent error—besides saving time. 

All standard meshes, full 
line—Black Painted, Copper- 
Bronze and AluminA — the 
kind that wears twice as long 
as ordinary galvanized types. 
The ONLY trade-marked 
and self-measured screen 
m, cloth on the market. 




















Comes in full rolls 
of 100 feet. Write for 
details and fine selling helps. 


REYNOLDS 


WIRE CO. 
DIXON, ILLINOIS 
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Hot of the Nail Ke 


Little yarns that others have laughed over 

culled from various sources. As a contem- 

porary puts it: “Some of them have been 
copied, the rest will be.” 

















Sandy (to his daughter)— 
“Young McPherson has asked 
me for your hand, and I have 
consented.” 

Daughter—“You dear old 
dad!” 

Sandy—‘So never mind go- 
ing to the dentist now to have 
that tooth pulled—wait until 
you are married.” 





We clean our houses every 
day 

And throw the useless things 
away, 

But often let our minds for 
years 

Get filled with foolish 
thoughts and fears. 


Jemima was a young ne- 
gress, fresh from the cotton 
fields of the South. One af- 
ternoon she came to her 
mistress and handed her a 
card. 

“De lady what gib me dis 
is in de parlor,” she ex- 
plained. “Dey’s another lady 
on de steps.” 

“Gracious, Jemima!” ex- 
claimed the mistress. “Why 
didn’t you ask both of them 
in?” 

“Kase, ma’am,” grinned the 
girl, “de one on de do’ steps 
done forgit her ticket.” 





Murphy had been careless 
in handling the blasting pow- 
der in the quarry and Duffy 
had been deputed to break 
the news gently to the widow. 

“Mrs. Murphy,” said he, 
“isn’t it today the fellow calls 
for the weekly payment for 
Murphy’s life insurance?” 

“It is,” answered Mrs. Mur- 
phy. 

“Well, now a word in your 
ear,” said Duffy. “Sure ye 
can snap your fingers at the 
fellow today.” 


A bore is a person who 
persists in talking when you 
want to talk. 




















“Am dis de place where 
dey send flowahs by wire?” 
asked a negro lady at the tel- 
egraph office. 

“Yes’m,” replied the clerk. 

“Well, here am a _ potted 
geranium. Send it down to 
mah son in Richmond, Vir- 
ginia.” 





Sweet Young Thing—‘Ba- 
sil says he worships the very 
ground I stand on.” 

Rejected Suitor—“I don’t 
blame him. A farm of that 
size is not to be sneezed at.” 





On a London rifle range, a 
woman who had never han- 
dled a rifle before hit the 
bull’s-eye with fourteen of 
her fifteen shots. It is not 
known what she was aim- 
ing at. 





“Have you ever driven a 
car?” the lady applicant for 
a license was asked. 

“One hundred and twenty 
thousand miles,” put in her 
husband, who was standing 
near, “and never had her hand 
on the wheel.” 





Frank—“I always say what 


I think.” 
Ethel—“I wondered why 


you were so quiet.” 





Mrs. Tellit—“‘Cousin Doro- 
thy, you know, always wanted 
to have a little baby daugh- 
ter so she could name her 
June.” 

Mrs. Askit—“Yes. Did she 
do it?” 

Mrs. Tellit—“No. The man 
she married was named Bugg, 
and it wouldn’t do, you see.” 





“Why are the chickens 
making such a noise, mam- 
ma?” 

“They want their break- 
fast.” 

“Well, if they’re so hungry, 
why don’t they lay themselves 
an egg?” 
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Mitac Tackles, sralcy 

Climbers, Safety Straps, 

Tool Bags, Lag Wrenches, Sleeve 
Twisters, Wire Grips, Tree Trimmers 


Mathias 


SINCE 1857 


Chicago, II].USA. 








WHITING 


ADAMS 


BRUSHES 


STANDARD SINCE 1808 














Sales 
Accounts 
Wanted 


Are you desirous of se- 
curing good Sales Ac- 
counts to handle on a 
commission basis? 


If so, look over the ads 
in the “Classified Oppor- 
tunities Section” in this 


paper. 


It’s the place to find 
them. 




















Year Round Use for This Holder 
The Northland mer ¥ 3 


Serves also as_ handy 
flower stand. Bronze lac- 
quered water cup acts as 
a drip pan. No assem- 
bling — Rigid widespread 
iron braces for safety. 
Finished in green with 
gold bronze lacquered water cup, full quart size. 
Representatives near you. 


TWIN CITY IRON AND WIRE CO. 


21 to 35 West Water St. Saint Paul, Minnesota 














Ga uick Turnover With 
MSL! KEES SPECIALTIES 


Removes dangers of win- © wae: BACK Z| © 
ter driving by keeping ann 
windshield clear of ice Kees Frost KiceneR o~ \ 


and snow. Aluminum 

frame; transparent back; KEI “KL 

nichrome resistance wire. EES FROST LEEREN 
Complete with wire and switch, or cowl light socket plug for 
Ford cars. Unlimited demand. Popular price with liberal deale: 
profit. Write for literature and prices. 


F. D. KEES MFG. CO., Beatrice, Nebraska 























. soncaunnay saeneenttt 
a 


SON 


& SESSIONS CO. 


CLEVELAND, OHIO 





ween 








Plants at Cleveland and Kent, Ohio; Chicago and Birmingham 














uel? “s Sarery Aout 


Can Opener 


The World’s Best Can Opener 


Recommended by the National Can- 
ners’ Association. After opening 
500 cans, Safety Roll was as good 
as new. It cuts the top out of all 
sizes and shapes of cans and saves 


the juices. 


A wonderful kitchen tool and _ sure-profitable-seller. 
Free sample and prices sent on request to rated firms. 


VAUGHAN NOVELTY MFG. CO. 
Manufacturers of Quality Kitchen Tools 
3211 Carroll Avenue Chicago, U. S. A. 


Genuine tool steel 
tempered cutter. Spe- 
cial roller construction 
makes smooth id 
easy operation. Cuts 
a safety curled edge 
that saves the juices. 


SERVICE QUALITY 
ACCURACY 


Buffalo Bolts . . . the reliable 
bolts that have served indus- 
try for three generations are 
available in attractive cartons 
with easy-to-read labels. 


BUFFALO BOLT CO. 
North Tonawanda New York 














. 2 ) 
You can Believe in these Signs 


The Tape-Marker and the red, white and blue surface 
markers are certain identification that the rope contain- 
ing them is Columbian. 

Columbian Tape-Marked is the Rope your customers ex- 


pect. It is durable, waterproofed, flexible wet or dry and 
contains the broadest guarantee in the rope industry. 
Order Columbian from your jobber. 
Columbian Rope Company 
352-80 Genesee Street 
Auburn, N. Y. “The Cordage City” 
Branches :— 
New York Chicago Boston NewOrleans Philadelphia 








GET THE 
FACTS 


You will make more money and give 
better value if you handle Vichek Cold 
Chisels, Punches, Star Drills, Pliers, 
Wrenches, etc. 


The Vichek Tool Company, Cleveland, O. 


VLCHEK 





| , . 
Darowlite Decorative 


| 
| 
| 
| 


| offers the No. L-8 It. series 






















Lighting Sets 


Darow Mfg. Co., 36 E 
20th St., New York City, 
Mazda wiring set for use on 
small trees. There are 8 
small bulbs, tested and ready 
for use. Imported Tung- 
Sten lamps are used in set 
No. 50 L, which is the 
same size. No. 101 is a 
weatherproof ‘series set with 
bakelite and green and red 
colored twisted rubber wire r 
Sockets are colored to match. There are eight C-6, 15 volt Mazda 
lamps. Set is complete with extensiof' on end. Standard packages 
contain fifty sets. The ' 
same organization § is 
eastern distributor for 
Diamond Ray reflector 
sets. Set consists of a 
completely assembled 
long wire set with 
eight C-6 Mazda 
lamps, 15 volts each. 
The set is equipped 
with 8 indestructible 
Diamond reflectors 
When lighted, set 
gives forth beautiful color effect 
Panne metal. Complete set is boxed in display box 
also available without set 


Reflectors are perforated solid 
Reflectors are 


Putt-In-Play Golf Game 


The Gibbs Mfg. Co., Canton, Ohio, announces a nine hole golf course. 
Each unit has fairway, hazard and green aH on one board, making a 
course that can be arranged on table or floor. A bag containing two 


PUTT-IN-PLA 





putters and six balls and score pad completes the outfit. Game is of 
wood, except for club heads and balls. It is nicely boxed. Suggested 
retail selling price is $1.50 


Eskimo Fruit Juice Extractor 


United Electrical Mfg. 
Co., Adrian, Mich., pro- 
duces Eskimo juice ex- 


tractor, model No. 90, 
which quickly extracts 
juices from_ oranges, 


lemons, limes and grape- 
fruit. It leaves only the 
dry pith and rind. Ex- 
tractor, which is oper- 
ated by Universal motor, 
110 volts, A.C. or DC., 
is designed particularly for home use. Base and top are green enameled. 
Bowl, spout and reamer are white porcelain. Other exposed parts are 
chrome plated. The machine is controlled by toggle switch. 

The bowl, spout and reamer are easily removed for washing. Height 
over all is 10 inches, base is 5 inches square and diameter of top, in- 
cluding bowl and spout, is 6% inches. Weight packed is 10 Ibs. List 
price is $15.00. The extractors are packed in single cartons and are 
shipped in units of 6 
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BIG SELLER 


In Tire Chain Season 


Opens and closes 
chain links with 
little effort. 





éé . 99 . ° e 
Necessity’’ Tire Chain Repair Tool 
Makes a tire chain repair in a few seconds any time, any- 
where, without removing chain or deflating tire. Indis- 
pensable to the tool kit. Guaranteed for a year. ASK 


YOUR JOBBER. 
M. W. ROBINSON CO., 28 Warren St., N. Y. C. 














ARMSTRONG BROS. 
Line of Better Pipe Tools 








ACH is an improved tool so de- 
signed and made as to embody the 
best features of its type and yet 

be free from the weaknesses which ex- 
—* tests have exposed in other 
makes. 


The Open Side Vise is quick in action, 
convenient in operation and strongly 
built. The body is of Certified Mallea- 
ble Iron, the jaws tool steel, milled, 
treated, tempered and tested. 











Write for Catalog P-10 


ARMSTRONG BROS. TOOL CO. 


“The Tool Holder People” 
314 N. Francisco Ave. Chicago, U. S. A. 


SAMSON TRADE MARK 


SAMSON CORDAGE WORKS 


BOSTON, MASS. 


SJete) 5 O10). 9B) 


SAMSON SPOT, PHOENIX and SACHEM brands 


each the standard of quality for its particular use. 
“There IS a Difference in Sash Cord” 
OTHER BRAIDED CORDS* COTTON TWINES 


Send for catalogue, samples and selling information 











ipin', 





da in ‘in bo nn ‘nn 





NIRITITINT ITI Te 


THE CORBIN SCREW CORPORATION 


The American Hardware Corp., Successor 


NEW BRITAIN, CONN. 


Warehouses—New York, Chicago, Philadelphia. 
Western Factory—Dayton, Ohio. 














CLOTH 
AND WIRE 
PRODUCTS 


“Buffalo” Quality Standard Galvanized 
Hardware Grade backed by 58 years’ ex- 
perience in wire cloth manufacturing. It 
gives the kind of service to your custom- 
ers that means more sales to you. Com- 
plete information and prices on request. 

Write for Folder 83-B 


BUFFALO WIRE WORKS CO., Inc. 


(Formerly Scheeler’s Sons) Est. 1869 
518 Terrace Buffalo, N. Y. 











Good Management 


is merely the transmission 
of the intentions and pur- 
poses of the management 
through the staff to the 
customers. 








| SPEED UP 





SALES 


Allith 


ROLLING LADDERS 


like Allith hangers—are always on the 
track. They speed up sales by reducing 
the time needed for each sale. They are 
attractive, durable, roll quietly and run 
freely. Your post card will bring prices 
and information by first mail. 


ALLITH - PROUTY COMPANY 
DANVILLE, ILLINOIS 






























This well-known Soldering 
and Tinning FLUX works 
quickly without poisonous 
fumes and makes a perma- 
nent metal contact, without 
causing tarnish, rust, or cor- 
rosion. 


For all metals. Send for 


FREE Sample and Prices. 


RUBY CHEMICAL CO. 
68 McDowell St.. Columbus, Ohio 
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CLASSIFIED O 


PPORTUNITIES 





POSITIONS WANTED 


Special Rate, One Cent a Word; Minimum Fifty Words 





COMPETENT RETAIL HARDWARE MAN _ with 15_ years 
perience desires a permanent connection in or near New York City. Shelf 
and builders hardware, tools, paints, plumbing and electrical supplies. Can 
take complete charge of builders hardware or paint departments. 
et —_— references. Address Box J-2, care of Harpware AGE, New 

or ity. 


SALESMAN experienced_in paint and general hardware lines seeks 
new business connection. Prefers territory including North Carolina or 
Middle Atlantic States including Baltimore, Washington, D. C., etc. Has 
sold to and for retail hardware stores and has successful record. Married, 
31 years old and can furnish satisfactory references. Address Box J-9, 
care of HarpwarE AGE, New York City. 








HARDWARE MAN of twenty years’ experience in wholesale and re- 
tail hardware business, also sporting goods, paint and supplies. Forty 
years of age, single, sober and industrious. Capable of taking charge 
and handling men, desires change furnish first class references. 
Middle West or South preferred. ww = Box 1-983, care of HARDWARE 
AcE, New York City. 





EXPERIENCED HARDWARE MAN in shelf, heavy and mill supply 
lines, desires to make connection with manufacturer or jobber for New 
York and Metropolitan District. Twenty years selling experience. 
a references. Address Box J-6, care of Harpware AcE, New 
York City. 





POSITION WANTED by a responsible experienced salesman to _repre- 
sent a well known manufacturer or large jobber in New England. Intelli- 
gent cooperation and the representation of high grade aggressive organiza- 
tion. Would require to exploit their product in this territory. References 
furnished. Address Box 1-990, care of Harpware AcE, New York City. 


EXPERIENCED LIVE WIRE HARDWARE MAN, thirty-nine, mar- 
ried. Fifteen years’ retail hardware experience as Manager, Assistant or 
Salesman. Want a position of trust and responsibility with some re- 
sponsible Hardware Company. Good references and reasonable salary. 
man ag West preferred. Address Box 1-997, care of HarpwareE AcE, New 

ork City. 


POSITION WANTED to represent manufacturers of hardware line 
or any kind of steel products in Texas and Oklahoma, 15 years’ experi- 
ence calling on hardware jobbers, dealers and Lumber Company in Texas. 
Consider salary or commission and drawing account, first class references. 
Address Box J-15, care of Harpware AGE, New York City. 











HARDWARE LADY with nine years’ experience in retail selling of 
hardware and house furnishings. Twenty-five years old, married, very best 
of references. Address Box J-16, care of HARDWARE AGE, New York City. 


HELP WANTED 


Special Rate, One Cent a Word; Minimum Fifty Words 








DEPARTMENT HEADS AND SALESMEN by a large department 
store chain for plumbing, heating, hardware and paint department. Perma- 
nent position, with opportunities for advancement, for men who are quali- 
fied by experience to plan and figure plumbing, heating and furnace jobs 
and have complete knowledge of the operation of a country hardware 
department. All replies must be complete as to experience, age, past and 
present and salary. Address J-13, care of Harpware AGE, New York City. 


EXPERIENCED HARDWARE CLERK—Must be able to speak 
Italian language fluently, and have had a geneal experience in the hardware 
business. Give age, experience, references, and salary expected. Address 
your reply to Box J-11, care of Harpware AcE, New York Citv. 








BUSINESS OPPORTUNITIES 


Set Solid, Minimum of Five Lines..........-ee+e++e0% cocccccse OBI 
l-Inch Box Display......ccccccccsesssccccecccsscsccsssecs 
Four Consecutive Insertions, 10 Per Cent Discount 








GOING BUSINESS—Will sell account other interests. Does NOT 
offer speculative profits, but is sound business and will show good profit 
above interest on money. Best outlook in Texas as to future development 
of trade territory. Approximatel y thirty thousand cash necessary—no 
trades. Address Box I-998, care of Harpware AcE, New York City. 


HARDWARE—Housefurnishings, established 18 years, located in the 
best colored section in New Yor A great deal outside work, the 
right party can make a nice, comfortable living. Reason sickness, willing 
to sacrifice. $10,000 stock. Address Box J-1, care of Harpware AGE, 
New York City. 


WANTED — New items to manufacture. Midwestern factory, whose 
products are being handled by Hardware and Automotive Jobbers through- 
out the U. S., is in position to take on production and sale of additional 
items, preferably sold to the established with this class of trade. Address 
Box J-12, care of Harnware AcE, New York City. 








BUSINESS OPPORTUNITIES 


Set Solid, Minimum of Five Limes..........cccecccccsesseses $3.00 
Ree De DA a nie ado 9 0 0b bbb oSes bo tha eke eene hanes s 5.00 
Four Consecutive Insertions, 10 Per Cent Discount 

FOR SALE—Old established retail hardware store, town seventy-five 
thousand,.in the south, good reason for selling. Address Box J-14, care of 
HarDWARE AGE, New York City. 

HAVE you a good stock of hardware that you want to trade for a bang 
up good 150 acre farm in high state of cultivation, good buildings, 20 milk- 
ing cows, team, young stock and tools, on improved road, electricity avail- 
able, near milk plant, railroad, church and school, if so write J. F. 
SPROUL, Delevan, N. Y. 











SALES REPRESENTATIVES WANTED 


Set Solid, Minimum of Five Limes. .«....ccccccccccccsccsccccss $3.00 
l-Inch Box Display...... corcccevccececccee 5.00 
Four Consecutive Insertions, Yo Per “Cent Discount 





DRERRA ARR RR nn nnn nnn nnn 














Sales Representatives Wanted 


To sell nationally known builders’ line. Bricklayers, Car- 
penters and Plasterers’ Tools. For states of Wisconsin, Min- 
nesota, Kentucky, Tennessee and Virginia. Commission 
basis. Give references and state experience. Address Box 
I-989, care HARDWARE AGE. 





SALES REPRESENTATIVES WANTED 
Tool, hardware, electrical or specialty men calling on the wholesale or retail 
hardware, electrical, paint or housefurnishing trade. Real salesmen wanted 
to introduce three new items never offered before. Every section of the 
country open. Philadelphia manufacturer, established 12 years and doing a 
national business with the most desirable jobbers, would like to hear from 
experienced men who know the trade and who can launch an expansion pro- 
gram. Tell us about yourself, your experience and the class of trade called 
on. Commission contrac 
OSBIKIAN BROS. & CO., INC. 


180 West Oxford Strect Philadelphia, Pa. 














THIS may mean you. We want five men: calling on the hardware trade 
to handle profitable fast selling side-line. Substantial commission on origi- 
nal order and protection on repeats. This is a real moneymaker. Investi- 
gate at once. DURABLE PRODUCTS COMPANY, 5005 Euclid Avenue, 
Cleveland, O. 

SEVERAL territories open for live manufacturer’s agents calling on 
hardware dealers, department stores, etc. We have a first class specialty 
that is a necessity and priced to sell. State territory and lines now han- 
dled. Address’ Box 1-984, care of HarpwareE AcE, New York City. 

SALES REPRESENTATIVE WANTED — Salesman for builders’ 
hardware, to take contracts from builders, architects and owners. Experi- 
ence and acquaintance desirable. ig tana BUILDERS SPECIALTIES 
CORP., 337 North Avenue, New _Rochelle__ N | a 


SALES ACCOUNTS WANTED 


Set Solid, Minimum of Five Limes.........cccecceccsceceeses $3. 
1-Inch Box Display..........- ° 5 
Four Consecutive Insertions. lo Per “Cent Discount 


a ee ee ee eee ee ee tee ee 
COMMISSION LINE WANTED 


Experienced salesman wants a quality line or item for Illinois retail 
hardware trade on commission. Have sold this trade for 14 years 
and have very close acquaintance with over 1500 dealers in towns, 
large and small. I cover entire state thoroughly in car except Oook 
,County. Must be a dependable quality product Lay repeats and 
will build into volume. ox 235, Peoria, Illino 


a 


eS ne Sales Agency. A selling organization represent- 
four manufacturers of hardware and builders’ lines for 15 years in 
Rae is in a position to take on an additional line going to jobbers, 
department stores and similar outlets. Have specialized in the introduction 
of builders’ hardware specialties through architects and builders. Pre- 
pared to 5d small service stock and to make attractive ground floor sales 
display. Very highest references. Address Box I-972, care of HARDWARE - 
ew York City. 











ze 




















TWO SALES EXECUTIVES organizing a sales company in New 
York City desire to represent manufacturer of hardware, building ma- 
terials and kindred lines for distribution to the retail hardware trade, 
building contractor, large industrial consumer and steamship company. 
Can furnish A-1 references. Address Box J-5, care of Harpware AcE, 
New York City. 





FACTORY LINES WANTED. Old established Manufacturers’ Agency, 
traveling three experienced salesmen calling on jobbers of Hardware, Mill 
supplies, ctc., in Southern States, are open for new factory connections. 
Address Box J-7, care of Harpware Ace, New York City. 

Wanted lines pertaining to hardware, housefurnishing and paint trade 
to sell on a brokerage basis in Colorado and New Mexico, best of re 
erences given. Address Box J-4, care of Harpware AGE, New York City. 











HUBBARD & COMPANY _. 





Hubbard SOCKET SHANK Shovels 


Handle won’t break — because it is supported for 
‘a full ten inches by the heat treated steel socket. 


MONTTELIER . 


INDIANA 
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INDEX TO ADVERTISERS 











THE ADVERTISERS INDEX 


ig published as a convenience and not as @ part of the advertising contract. Every care will be tak index correctly. 
No allowance will be made for errors or failure to insert. waren 





Akron-Selle Co. 


lien, 


Alliance Mfg. Co. 

Allith-Prouty Co. 

Almo Trading & — 
i i 


American 
American 
American 
American 
American 
American 
American § 
American 
American 
American 
American 
American 


American 


Anker-Holth Mfg. Co., 
Anti-Borax Compound Co 
Arcade Mfg. Co. 
Armstrong Bros. Tool Co 
Armstrong Mfg. Co. 

Associated Factory Distributors. 
Atkins & C E. 

Atlas Tack Corp. 


Barlow & Seelig Mfg. Shy 
Barney & Berry, Inc 
Bartlett Mfg. Co. 
Barton Corp. 


Bassick Co. ......-..s.seeecees ° OURS aie eee AD 
Beall Bros. .......eesccscscees Fischer, J. B. 

Bemis & Call Co...............- Forsberg Mfg. Co. 

Bernz Co., ba SPUUD es sxe ce eeenes Fox, A. H. 

Bethlehem Steel Co. Frantz Mfg. Co. 

Bingham Engraving Co.. French Battery Co. 
Birtman Electric Co............. Freydberg Bros. 

Blair Mfg. Co. .....ccscccssons 


Blaisdell * pencil Co. 
Bommer Spring Hinge 
Bosley Co., W. 
Boston Varnish Co. 
Boston Woven Hose & Rubber Co. 


Brainerd Mfg. 
Brammer Washing Mach. Co 
Bridgeport Chain & Mfg. Co 
Bridgeport Hardware Mfg. Co.... 
Bridgeport Screw Co. 9 
Brinkman Engineering Co 
Brown & Sharpe Mfg. 
Brush-Nu Co. 


Campbell Machine Co...........-. -- 
Miaeseale req ean — | Hoeft & Co 


Chamberlain Co. 
Champion De Arment Tool Co.... 
Cheney & Son, S 
Chieago Roller Skate Co... 
Chicago Spring Hinge Co.. 
Clark Bros. Bolt C 

Olements Mfg. Co. 
Clemson Bros., Inc. 
Cleveland Quarries Co. 
Cleveland Wire Spring Co 


Clover 


Coldwell Lawn Mower Co 
Coleman Lamp & Stove Co 
Columbian Rope Co. 
Conestoga Oorp. 
Congoleum-Nairn, Ine. 
Continental Screen Co 
Continental Steel Corp. 
Cook Compay, H. C 
Cooper Thermometer Co. 
Corbin, P. & F 
Corbin Cabinet Lock Co......... -—— 
Corbin Screw Corp. 
Coreoran Mfg. Co. 

Cortland Grinding Wheel Corp.. 


Crescent 


Crown Cork & Seal Co 

Cyclone Fence Co Kees, F. D., 

Daisy Mfg. Co. 16 

Damascus Steel Products Co.... —| Kenton Hardware 

Dazey Churn & Mfg. Co......... — | Kester Solder Co. 

DeBoor Mig, Od. i ..cccccvcccess — | Kewaskum Aluminum Co 
Delta Electric Co. Ts cevevee . — | Keystone Steel & Wire Co 
EOE TOR j5'e sa vie cais eecdnese — | Kimball Bros. Co. 





Sheet & * ‘Plate Co... 
Stainless Steel Co...... 
Swiss File & Tool Co... 
Telephone & Telegraph 
RATE rrr Pree eRe 


a tige:?.°* *'*'* 75 | w, & N. Lawn Mower Co 
~~ | Fairbanks Co. 
— | Farrand, Ince., 
Fate-Root-Heath (. 
Faultless Caster Co 
Federal Enameling 





6 
Bissell Carpet Sweeper Co....... po 





Buffalo Wire Works Co.:, 
Bunker-Clancey Mfg. Co 
Burgess Battery Co. 
Burley & Winter Pottery Co..... 
Burnley Battery & Mfg. Co 
Busby, C. W., 











Dexter 


Green Co. 


Hill, N. N., 


Hurd, 


Imperial Knif 


— | Ives Co., 
— | Iwan Bros. 





Deniston Co. 
Detroit Metal Specialty Co 
Devoe & Raynolds Co 


Dietz Co., R. 
Disston & Sons, Inc., Henry..... 8- 
Dixon Crucible Co., Joseph 
Domes of Silence, Inc 
Duluth Show Case Co............ 
Dux Dishmop Co. 


87 | Diamond Galk Horseshoe 
12 E 


4 | Eagle Lock Co. 
__. | Eagle-Picher Lead Co. 
61 | Bastern Nail Co. 

_.. | Eastern Tool & Mfg. 
Eclipse Machine Co 
__ | Edison Lamp Works 
a | Mdland Co. .ccccccccvece 
_.. | Egry Register Co. 
__. | Elastic Tip Co. 
1g | Electric Cutlery Co. 
Tral Xo... 11°! gz | Electric Soldering Iron Co....... 8 
_.. | Empire Level Mfg. Co 
__ | Enders Razor Co. 
__ | Estate Stove Co. 
81 eer eee 
Evansville Tool 
Everedy Co., 
Eversharp Shear Co 


II | 


Gendron Wheel Co. 
General Wheelbarrow Co 
Getz Power Washer Co - 
Geuder, Paeschke & Frey Co..... - 
Giibert & Bennett Mfg. Co 
Gillette Safety Razor Co 
Globe American Corp. 
Gold Medal Folding Furniture Co. 
Good Housekeeping 
Goodell-Pratt Co. 


a The 
0 Greenfield “Tap & Die Corp 
— | Greenlee Tool Co. 

a RE Le — | Griffin Mfg. Co. 
86 


Hankscraft Co. 
. 87 | Hanlon & Goodman Co 
Harrington-Richardson Arms = 

3, 


Heiss Hotel System 
ee eaes — | Heller & Co., W. C 

25 | Henckels, Inc., 
Hercules Powder Co. 
Hibbard, Spencer, 


Hurley Machine Co. 
Hutchison Mfg. Co. 





Imperial Bit - ee Co 


Independent Loe “Co. 
Indiana Steel & Wire Co. 
Ingersoll Steel & Dise Co 
Ingersoll Waterbury Watch Co., 


ME Babe Ce kee tase b8.0:6 m0 408 6 
International 
_— America ...cccccccses 
— | Irwin Auger Bit Co 


Pid 


Jennings Mfg. Co., Russell 
87 | Johnson & Johnson 
14 ~~ Arms & Cycle Works, 
WED Cite Civ ge-etowiate 


~~ | Kansas City Chamber of Commerce 
__ | Keenex Razor ——— Gissaes 2 


Kelly Axe & Tool Works of the 
American Pork & Hoe Co...... 





Kingston Products Corp......... — 
pe Aer re 
Kohler Die & Specialty Co....... 
Kokomo Stamped Metal Co....... 
pt re orareee 


Lamson & Sessions Co........... 
Landers, Frary & Clark......... 
EMU FHOMUON: ails Sadcecweeces 
ee ee ere - 
Leyse Aluminum Co. ........... 
Libbey-Owens-Ford Glass Co..... 
EE ES aig oSiatbiw bre di5c5.4 sue. cne-s 
SIERO NDS (<0. oreo nt te p's sie ws - 
Luther Grinder & Tool Co........ 


M 

McCarthy Mfg. Co. ............ 
MECHINNOT, BUTE OO. 6 ccc ccccces 
Madison Hotel, The ............ 
Majestic Electric Appliance (o... 
Malleable Iron Fittings Co....... 
Mansfield Tire & Rubber Co...... 
Marshalltown Trowel Co. ....... 
Martin-Senour Co. ............. - 
Martin Varnish Co. ............ 
Marvel Rack Mfg. Co., Inc....... 

Maydole Hammer Co., David..... 7 
ed ee eee 
Meisselbach Mfg. Co., A. F...... 
io ee Ae 3 
Milwaukee Brush Mfg. Co....... 
Milwaukee Stamping Co.......... 
Monarch Mfg. Co., The.......... -- 
Montague Rod & Reel Co........ 
Moore Push-Pin Co. ............ 
Morse Twist Drill & Machine Co.. 


Murphy Sons Co., Robert 
Murphy Varnish Co. .... 
Myers & Brother Co., F. 


National Carbon Co. ........... - 
er NNO as asin 5io.6.4 4,4 — 


Ces ie aymia pintche alee a AG a's Roiw eee ol 
National Housefurnishing Mfrs. 

Fe, - 
Matin “rs. OG, wk ck cok ws 
National Show Card Writer...... 
National Sign Stencil Co......... . 
Netiy Wat & Bolt Oo... .. 0.0.60 
Nestor Johnson Mfg. Co......... 92 
New Haven Clock Co............ - 
New Jersey Zinc on EERE ie 
New York Knife Co ee oh a ee 


Nicholson File Co. ............. 
Nileo Lamp Works, en 
PrOWM I Oe. ok ninco 6 cc ccc 
North Wayne Tool Co........... 
Northwestern Barb Wire Co..... 
HOR WOIE TICE. OO. osc ccs seceest 


Oo 
Old Colony Distributing Co. . 


Oliver Iron & Steel Corp......... 
Oneida Community, Ltd.......... 
Onken Co., Oscar .............. 
Ontario Knife BM id.6s sent teens 
RUEON MEME OM Sonia ik caeceect, . H 
MUUCH Pee? Cn So cihicevccccces 


ae Lubrication Engineering 


POWOUME PO os veces acces 
Pennsylvania and Atlantic Hard- 
ware Association, Inc.......... 


Pennsylvania Lawn Mower Wks... 


weerecunom Mere Co... . ss... 


Perfection Stove Co., Inc.. 
Peters Cartridge Co....... 
Pharis Tire = — Co 


MI MEM OM ioc a s:0.e. os 6 oc o. - 
Philadelphia as Mower Co., 


Pittsburgh Plate Glass Co. 


Pittsburgh Plate Glass Co. (Paint 
EO 
Pittsburgh Steel Co. ........... 
Plumb, Inc., Fayette R.......... 
ale Meer OO, oct ccccc 82 


Prentiss Vise Co. .............. 
Progressive Mfg. Co. ........... 
WPTOMO MIGH OS. i oiiconcccces. 


ri, Re I, Se CC 
Reed & Prince Mfg. Co.......... _— 
Remington Arms Co., Inc........ 
Remington Cash Register Co., ag 











Rennous-Kleinle Div. of Pitts- 

burgh Plate Glass Co.......... 
Bee: Mote? GBP Oeicccccceviccvcs 
MOPRGIGS Wie OG. occ ccc cclncs 
Rich Pump & Ladder Co... 





Richards-Wilecox Mfg. Co........ 5 
Richardson Ball Bearing Skate Co. 


Rixson Co., Oscar C.......cccccs 
Robertson, Arthur R............ 
Robinson, Edward E............ 
8 A ee ere 
Rose, Frank, Mfg. Co........000- 
NCO EES Wes coscccccunce ve . 
HROtast Company, Ime... cccecses 
ee ey OO eee 
Ruby Chemical Co. 
a er ce 
Russell, Burdsall & Ward Bolt & 





Nut Co. Were Cre rere ( 


Evenell Ee WIR. 5 ce ce weccenes 


eens, Ine, TOUS 655. cc ccwewes 
TRENOW THROG «66:4 Koo s.9 oe cco c.wee 
Samson Cordage Werks.......... 
PROG OE OS ive e ie ceccccecus 
Savane: Ares COrp. .....ccccses 
Demme Tere GA. svc cectceseee 
Mehinge LOGE Co. 2. cccscevvcees 
Behrade Cutlety C0.........ccceces 
Segal Lock & Hardware Co...... 
EN TRIN SINS 6 ice cccinccace 
Shapleigh Hardware Co.......... 
Shetlield Bronze Powder & Sten- 

CG SM. Actabisecne evict seneus 
Shelby Spring Hinge Co......... 
Sherman Mis. Co., H. B.. «3:0 6-00 
Showcarder, Inc. ........cccees 
DUVER TOES COs 6 occ oie vcs sweens 
Simmons Hardware Co...........- 
Simonds Saw & Steel Co......... 
Simonds-Worden-White Co. ...... 
Simonsen Iron Works ........+++- 
Smith, Inc., Landen P........0..06. 
Smith, Seymour, & Son, Inc...... 
PUREE EIN, oc 5.0.50 «419 HOH e650 
Springfield Arme ..........cccece 
Standard Electric Stove Co....... 
Standard Gas Equip. Co......... 
Standard Tool Co. .......ccccce 
Btamiey WOtEE 6. ccccsccescuce a. 
a ie are ie er 
Stevens Arme Co., J........00. 
Stewart Iron Works 
UNO PO Oo cciveneccicdcnes 
Superior Electric Products Corp.. 
ONE Cis GOUNED vicicccc cc ccsesc 
Sylvania Products Co. .......... 





TAMUMION GTB ok cece iiewns es 
Technical Glass Co., Inc......... 


Thermwool Products Co. ........ _— 


Thompson & Son Co., Henry G... 
Tilley Ladder Co., John S....... 
Toledo Metal Wheel Co.......... 
Toledo Pressed Steel Co......... 
Toledo Wheelbarrow Co. ‘ 
Tremont Nail Co. ..... 
ee ere 
TOW: Gi TRO 6 6 5.0.6 055 60 tele e ve 
Tubular Rivet & Stud Co........ 
Tucker Duck & Rubber O©o....... 
Turner Brass Works.......0ce. 
Turner & Seymour Mfg. Co....... 
Twin City Iron & Wire Co....... 





Union *Fork & Hoe Co........... 
Union Hardware Co............. 
Union Steel Products Co..;....... 
Oe eg a errr errr 
United Screw & Bolt Co......... 
U. 8. Cartridge Co............. 
lacie RMON CNY 6 054: 6:s:05dne cesar 
Vv 
Vaumnan Novelty Oe. 06.06 sccecces 
WEG TOU CR Siscicrcctesswasias 
VOREret OR 6 cceticccdisiwccceae 


Wagner Electric Corp. ........- 
Wall, P., Mfg. & Supply Co..... 
Weasweren OO, scicccdavueccavecs 


Warren Mie, Co., J. Dari csccicce 
Washburne, E. G., & Co......... 
Western Cartridge Co. ......... 
Westinghouse Electric & Mfg. Co. 
Whiting-Adams Co. ............ 85 
Wickwire Brothers ............. 1 
Wickwire Spencer Steel Corp..... 
Wilson-Imperial Co. ............ _ 
Winchester Repeating Arms Co... 
Wei Oe PO Sie Sec cicseey des 
Wires COMMING OR. co cciviesicscticqes - 
Wolverine Supply & Mfg. Co..... 
Wood Shovel & Tool Co......... 
WOONENE MONON GM cossenvdscccs 
Worthington Co., George ........ -= 
Wright Steel & Wire Co., G. F... 
WRC Whee? Ci. 6 oi65c dace _ 
wv 
Yale & Towne Mfg. Co.......... 





THE DASH (—) INDICATES THAT THE ADVERTISEMENT DOES NOT APPEAR IN THIS ISSUE 
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Thats the Rule 1 like to Sell/ 
The FARRAND RAPID RULE 


The origmal Flexible-Rigid-Concave Rule 
“It’s a pleasure to demonstrate it—and it’s a profitable 
item to sell. Every one we sell makes a friend for our- 
selves and the manufacturer, because it is durable, 
convenient, and gives efficient service.” 
Distributed through wholesalers 
Manufactured by 


HIRAM A. FARRAND, Inc., Berlin, N. H. 











WOOD SCREWS 


Rivets 


Roofing Nails 


Scratch Brush Wire 


THE BRIDGEPORT SCREW CO. 
Bridgeport, Conn., U. S. A. 


Representatives: 


George E. 


, 


Quigley, Detroit 
Milton Pray Co., San Francisco, Los Angeles, Seattle 
G. Tenn. 


M. Baird & Co., 
















Keep D19 DOMES of 
SILENCE Display Cabinet 
on your counter working 
for you. 

It pays good dividends on 


the small space it oc- 
cupies. 


DOMES 
Better 



















Contents costs 
dealers $3.00. 
Sells for 
$4.80. 


Gross sets 
cost $9.00. 
Sell for 


If your Jobber 
cannot supply 
you—write 
us direct. 


We also make all 
grades of Sliding 
Casters, Pin 
Slides, Felt Slides, 
Radio Felt, Feet, 
Insulated Slides, 
etc. 


DOMES of SILENCE, Inc. 
35 Pearl St., New York City 
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Because Supe- 
rior Hexagonal 
Netting is even- 
ly woven and 
every bale rolls 
out straight and 
true, dealers are 
suggesting it for 
many and varied 
uses. 


The netting 
with the rooster 
label costs no 
more, although 
it is the quality 
product in every 
detail. 


At Your Jobber 


G. F. Wright 
Steel & Wire Co. 


Worcester, Mass. 
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Trap with a One 
Piece Steel Jaw 












The Original Double 
Steel Jaw Trap 
Still Leads 





Jo Rivets 
or Welds 
To Snap Loose 


FREE TRAP TAGS for trappers with all traps bought from now until Jan. Ist, in terri- 
tories requiring tags. Distributed through your jobber. 


Mr. Dealer: Are your sales of Game Traps 
growing or decreasing? 


Should your sales of this item be on the decline, 
it is evident you are handling lines of Game Traps 
in direct competition with Fur and Catalogue 
Houses who are placed in a position where they 
are underselling you and still making a satis- 
factory profit. 


If you check up your sales of Game Traps dur- 
ing years of general business depression, it will 
prove this item has shown a wonderful increase. 


EVERY TRAP 


No. 21 Com- 
pares to 
Standard 

No. 1 





Norwich Wire Works, Inc., (50,000 Sq. r+. of Floor Space) 


DIAMOND 


Diamond Brand Game Trap prices are regulated 
to give the dealer an honest profit and still meet 
any published prices on all other Standard Brands. 

Diamond Brand Game Traps are the original 
traps with double steel jaws. They are the only 
traps with a One Piece Steel Constructed Double 
Jaw. 

Handle Diamond Brand Game Traps and do the 
trap business in your section. 

If your jobber does not handle Diamond Brand Game Traps 


write us and we will see that you are promptly and efficiently 
served. 


GUARANTEED 


SPIRAL SPRING—FIVE NUMBERS 








No. 22 Com- 
pares to 
Standard 





Norwich, N. Y. 
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JOHNSONS 


Trade-mark Reg. U.S. Pat. Office 


This popular model JOHNSONS for men and boys 
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NO 
NESTOR JOHNSON FLYERS 


For Men and Boys 


Whatever you do—stock plenty on this number. It’s the 
skate that sells in volume. It’s the quality hockey skate 
for all around skating—welded throughout with seam- 
less cups of one piece cold drawn steel. 

« « « And the runners are high carbon, diamond test 
Vanadium, tool steel runners. Think of it—steel finer in 
quality than fine razor steel and guaranteed to stay sharp 
longer. No wonder they give the lasting satisfaction 
that makes them the biggest quality seller in the 
world. Price per pair — with Stay- To 


is the biggest sellin g tubular skate in the world. 
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For Women and Girls—No. 48 “— 


With hard box toe—No. 744 $759 
JOHNSONS are used and endorsed 
by the All-American Hockey Team. 


<< 
. %. 











BUILD PRESENT AND FUTURE SALES 


JOHNSONS more than satisfy. They fire the increases the dealer’s profit. So no matter 


enthusiasm that makes a boy sell his pals too. 
There’s nothing like the eager, burning, un- 
conscious selling zeal of a boy who is satis- 
fied. His enthusiasm spreads like wildfire— 
And remember, too, that the store that sells 
skate satisfaction to the boy, becomes that 
boy’s supply depot for other products that 


JOHNSONS will increase your skate sales. Remember—the original and genuine have the 


what may be the immediate temptation to sell 
“price” alone—remember the sale that more 
than satisfies builds your business. Cash in 
on present JOHNSON sales and bank on even 
greater sales in the future. 


NESTOR JOHNSON MFG. CO. 
1900-1922 N. Springfield Ave., Chicago, IIl. 


full name NESTOR JOHNSON on every pair. 


Big Skate Week begins December 1. Be ready for it. Tie in with JOHNSONS National Advertising. Have 
a supply of JOHNSONS in your window. We will furnish you with window displays, catalogs, folders, etc. 


NESTOR JOHNSON—The World’s Largest Manufacturer of Tubular Skates 











